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Storybook Market ... scores of small cities-thousands of big dairy-farms 

HERE'S THE LAND OE MILK &X0NEY! 



GREEN BAY, WISCONSIN 




NO OTHER STATION 
CAN MAKE THIS 
STATEMENT 
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Exception To The Hul<> 

WKRG-TV— Mobile— Petisacola 

has averaged 50% or more share of 
audience in every March ARB measurement 
since 1959. from 9 a.m. to midnight. * 

.Vote: The dates uses! herein are estimates from March AIM surveys 1959 through 
1963. Audience measurement data are estimate, only — subject to defects and 
limitations of source material and methods. Ilence. I hey may not be accurate 
measures of a tnre audience. 

Represented by H-R Television, Inc. 

or call 

C. P. PERSONS, Jr., General Manager 




*3 station VHF market. 
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NAiET contract: Longest term contract 
for engineers yet negotiated has been drawn 
tip between the National Assn. of Broadcast 
Employees and Technicians and Metromedia 
for KTTV, Los Angeles. Pact calls for imme- 
diate salary increases, inclusion in company 
pension plan for union employees during con- 
tract period* improvement of sick leave bene- 
fits, streamlining arid improvement of griev- 
ance machinery, and severance pay for termi- 
nation resulting from automation. Contract 
period is 1 July 1963 to 1 July 1964. 

Debbie Reynolds to tv: Actress Debbie Rey- 
nolds is entering tv, at least on the production 
side, MGM revealed today. Studio said M-iss 
Reynolds and Columbia Pictures oxec Irving 
Briskin are moving their newly formed Bar- 
man Enterprises to MGM next week and will 
jointly develop tv projects andAor packages, 
including both series and specials. The actress, 
who has been rarely seen on tv. is president of 
Harman. Briskin. who serves as v. p., is resign- 
ing from Columbia after 32 years. Although 
no mention was made of tv on-screen plans 
for Miss Reynolds, it is anticipated she will 
undertake series or specials should she find 
properties she like*. 

FTC attacks drug claims: Commission shows 
no lack or pep or vigor, in its continuing cru- 
sade against false advertising claims. Latest 
target is Vitamin Industries, Omaha, which 
advertises its three products in newspapers, 
tv, and radio as lxMieficial for sufferers of arth- 
ritis; rheumatism: brittle or dull fingernails; 
falling hair; dry. leather)-, or coarse textured 
skin, and lack of pep, vigor, and energy. In 
its consent order prohibiting Vitamin Indus- 
tries from making false therapeutic claims, 
FTC notes that company must not use such 
claims in the future unless advertising clearly 
reveals that Guardian 12 Plus Vitamins and 



Cal Plex V Vitamins will be lxMieficial onlv in 
a small minority of persons who**- symptoms 
air caused by an established deficiency of 
specific vitamins or Niacinamide, and that 
Guardian A/D/E/ Plex will l>e of no l>enefit 
in the treatment of arthritis and rheumatism 
or any other aches or pains. 

National Car Rental seeking agency: 

J. Walter Thompson has resigned the $2 mil- 
lion National Car Rental System account, ef- 
fective at the selection of a new agency. 
National uses both radio and tv, and •spent 
some SI million in bitter last year. 

Shell buys Willie Mays: Shell Oil, via Ogilvy. 
Benson & Mather, made a list-minute buy of 
half of NBC TV's // Man Called Mays, just 
before the hour special was due to air Sunday 
opposite CBS* Elizabeth Taylor in London. 
Coupled with a previous sale by NBC of one 
minute to United Vintners (Italian Swi-s Col- 
ony Wine), via Honig-Coopcr & Harrington, 
San Francisco, the Shell buy left the web with 
two open minutes which were sold on a co-op 
basis by local stations. 

The losers won: The New York Yankees, 
which, according to the percentages, were the 
best team in baseball this year, clearly lost 
the New York tv ratings game to the niuch- 
goosc-egged Mets. Both Nielsen and Arbitron 
figures credit the Mets with a \s inning score in 
the ratings handbooks, if not on the stadium 
scoreboard. The final swore: Mets, according 
to Nielsen, won with an average quarter hour 
rating of 8.5 (20. 7 r ! share) ; Arbitron pro- 
claimed the Mets winners with a rating of 5.6 
( 15.1 ^ ) . The Yanks scored a Nielsen of 
6.6 ( 16.5% share), and an Arbitron of 1.9 
(13.4% share). WOR-TY carried the Mets 
games; WPIX, the Yankees. 
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FCC-uhf drive continues as planned: FCC 

doesn't intend to relax its aim of full use of 
uhf channels in U. S. tv service^ plans no gen- 
eral changes in principles of the allocations 
table, and is keeping the cut-off date for manu- 
facture of sets other than all-channel receivers 
at 30 April 1964. This was disclosed last week 
in effort to calm fears of the Electronic Indus- 
tries Assn. that FCC was considering large- 
scale changes in tv channel allocations^ detri- 
mental to the all-channel set progress. Oral 
argument on the question of drop-in vhf's in 
seven markets took place Friday (4). Uhf op- 
erations, EIA, and the Assn. of Maximum 
Service Telecasters are opposing the drop-ins, 
while ABC and individual applicants favor a 
third vhf drop-in in two markets. A close 
FCC vote to kill the drop-ins, made last May, 
could, he reversed if new commissioner Lee 
Loevinger switches former chairman Minow's 
"no" vote to his own affirmative one. 

Metromedia sells KOVR-TV: At weekend, 
Metromedia announced the sale of KOVR-TV, 
Stockton-Sacramento, to McClatehy Newspa- 
pers for some $8 million, subject to FCC ap- 
proval. It acquired the station from the Gannett 
newspaper chain in February 1960 for $3.5 
million. Metromedia president John W. Kluge 
said KOVR is being sold to enable his com- 
pany opportunity to upgrade its broadcast 
facilities to acquisition of another tv station 
in a larger market. 

Four Star fiscal facts; Past two fiscal years 
have been transitional ones for Four Star Tele- 
vision, according to its top execs. Broadening 
of operations resulted in a virtual status quo 
financially, a situation which company expects 
will change for better in 1964-'65 fiscal year 
and beyond. For the year ended 29 June 1963, 
company reported gross income of $22 ? 076,- 
740 vs. $19,962,980 in the previous fiscal 
period. Net earnings after taxes* including 
non-recurring income for the 1962-'63 fiscal 
year, total §793,501 or $1,25 per share. In 



previous fiscal year net profit after taxes was 
8734,077 or $1.20 per share. Non-recurring 
income was tax-free payment of $500,000 
from company-held insurance policy on life 
of Dick Powell, late chairman of the board 
and one of Four Star's founders. Since begin- 
ning of past fiscal year, Four Star has moved 
from being almost entirely a producer of net- 
work tv shows, to a tv syndicator. Four Star 
Distribution Corp., formed in September 
1962, has grossed H5 million in safes ^a motion 
picture producer (Out of Towner & h now in 
production, Cassandra at the Wedding is in 
production) ; and has entered the music pnl> 
fishing, records, and albums business. 

Non-alignment policy; FCC commissioner 
Lee Loevinger has denied lie's "lincd-up" with 
chairman EL William Henry oil proposed rule- 
making to incorporate XAB's commercial 
codes as federal regulations. It was generally 
felt in the industry that the liberal Loevinger, 
along with Henry and commissioner Kenneth 
A. Cox, would favor the rule-making, pres- 
ently opposed by the four more conservative 
commissioners (sponsor, 30 September). Ad- 
dressing an RAB Management Conference last 
week at Palo Alto, Loevinger said he hasn't 
decided his position on the proposed rule, and 
that "public interest" would be his "guiding 
principle." Predicting the outcome of the 
issue, he thought any eventual rules would be 
at least slightly different than the NAB Codes 
and might be "substantially different." On the 
subject of .audience measurement, Loevinger 
cited his degree in survey work, and said: 
"I've been outraged over the years by the kind 
of nonsense being peddled by Nielsen. Nielsen 
comes in and gives a very pious defense in 
which he quotes recognized principles of re- 
search. The trouble is that the principles have 
nothing to do with the type of activity which 
this company happens to be engaged in. It's 
like a bank robber quoting the Ten Com- 
mandments," 
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How does a pillf pro iiM'awim* a pull ? 
How does an advertising pro intHi*tiri* a >lal ion ? 

• One measure of a broadcasting station — the events of signal local importance it brings to the air. 

« One such — Hartford's $40,000.00 Insurance City Open broadcast live by WTIC Television and Radio 
1959, 1960, 1961, 1962, 1963. 

• TV Anchor Man 1959, 1960, 1961, 1962, 1963— Claude Harmon, 1948 Masters winner. 

• Stall - — eipht WTIC and WTIC-TV reporters— fort v-ei^ht technicians and production personnel. 

• Equipment— six cameras— fourteen microphones— five walkie-talkies— one mile of television cable. 

• Xetwork radio— Fed to XRC's Monitor. 

• Sponsors— The Connecticut Bank k Trust Company, The Hartford Insurance Croup, 1961, 1962, 1 1 **>3 
and, verv likelv. 1964. 



WTIC 




^TVS/AM/FM 

Rroadra>t Hous<\ 3 Constitution Plaza, Hartford. Conm-ot irut <"">! 15 



WTIC-TV is represented by Harrington*. Riphter* and Parsons'. Incorporated 
WTIC AM-FM is represented by the Henrv I. Christalt Company 



'Handicaps l.V, Is and 5, r»-sp«'rt»v#My. 
H i,u*m5^y and Morgan bfwdrr. 
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GROUP \V MEANS SPECIALS FOR CHILDREN... 



" c Roineos & Juliets" 



Would you know four versions of "Romeo 
and Juliet"? Chldren do. Children m Boston. 
Baltimore, Cleveland, Pittsburgh, and Son 
Francisco. They've just seen a new Group W 
Special. "Romeos and Juliets." A bit of 
Shakespeare, some Gounod, deux pas from 
an original ballet, and music from "West Side 
Story." Four variations in one hour-long show. 

"Romeos and Juliets" is the kind of en- 
tertainment that does more than enterta n. 
If awakens a child's mind. Introduces him 



to art and literature on h s ovsn terms Over 
the past two years. Group W has been pro- 
due ng ch Idren's spec a s tn 'teen n 3 
Programs of fun ke "Mag c, Vag c. '.'jg c" 
w th Mag cian N't bourne Cnr 'op er. Ju e 
Harris and Zero Moste . Puppetry a th B I 
and Cora Ba rd and the r ma' onettes 

Chi dren present a spec al cha enge to 
a broadcaster. A cha enge to st mu ate 
the r cunos ty, open doors to new *or ds. 
Group W uses its creat ve, mana£ement and 
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early in Atlanta! 

FALL SHOWS are "on the line". . . and according to our 
early reports, WAGA-TV should run up-the score again! Here, 
you get a proven CBS line-up, including 35 college and pro 
football games, and films of U. of Georgia football! NEW 
emphasis on 7 PM-syndication-lead-ins ... a new accent 
on PANORAMA News . . . supported by WAGA-TV's hardest- 
hitting all-media campaign! 

Put your schedule where people will see it ... on Georgia's 
largest circulation medium*. . . WAGA-TV, the Storer station 
in Atlanta. Ask your STORER TELEVISION SALESmen for 
choice Fall avails. 



'Atlanta Nevxpaptrt Pub Statement, € Months Ending 3/31/63. MARCH S3 ABB SWEEP 
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Rrprratnted by S!orrr Tel* xtion S&fra t&e 



First in Hoosier Hearts 



Auto pioneer Elwood Haynes built first horseless carriage 
in Kokomo, 10 years before this 1904 Haynes Model. 




First in Hoosier Homes 



September 28, 1963 — A great Hoosier heritage 
was recaptured as the 5th Annual WFBM-TV 
Antique Auto Tour . . . sputtering but deter- 
mined . . . rolled through the Hoosier countryside 
from Indianapolis to Bloomington and back. The 
reception had not changed much from the first 
appearances of the "Haynes" back in 1894. Heads 
turned. Kids laughed. People all along the way 



cheered (more than 150,000 spectators last year) 
as some 150 famous-make vintage and antique 
automobiles brought a touch of automotive his- 
tory "Back Home Again in Indiana." 

WFBM-TV keeps in close touch with viewers 
in rich satellite markets surrounding Indianapolis. 
Let us show you why this makes Indianapolis dif- 
ferent from other TV markets. Ask your Katz man! 



WFBM TV 

AMERICA'S I3TH TV MARKET . REPRESENTED BY THE KATZ AGENCY 



TIME 
LIFE 

BROADCAST 
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PUBLISHER'S 
REPORT 



One niiiii\ \ hgm of 
\iunilicmil li.i|>|i<-iimi;\ in 
l)ro.i(lc.i\l ucK ci lixinu 



Open letter to Governor Collins 

K VII (»()\ KltNOK: 

t'lii—. i- the kind (it letter I hale to w rite. K-pe<ia!l\ to \ tin. it hap- 
»<|t- th.it I admire main of the thing- \oii -taud for, ami in in) 
pinion vonr o|)|)ortiinit\ to do good for \ onr indn-trv in \\ a-hiiigton 
lid el«ew liere i- nothing >hort of colo— a I. 

Hilt when \ on release \ onr reina rk- delivered at the i h»*ed meet- 
ig of the \ Ml (lode Hoard to the new -pa per> I'm lialTled and hew i hl- 
jgpl. 1 read them a- priulrd in the New ^ oik paper* and I'm --till in 
slate of shock. 

Fortiinalelv, 1 cheeked on the w hole of your continental \ and di-~ 
IK^red that yon were ipioted out of context. The pood thing- \ on -a id 
ere omitted and \ our admmiition to hroaden-tor- to tn to "ri-e 
hove f iluplv heing hetter and hetter moneymaker*"" w a- hull— e\ eil 
n the first paragraph. 

But w hat did vuu expect? ^ on can't put ammunition like that in 
te hands of an a rch-eonipetilor w ithout suiTering the consequences 
Keed I mention that the thing- vou can express a- con-trueti\e criti- 
Mfn within the confines of your own family (and 1 mean \ our hroatl- 
;ist family) are generally unfit for outside con-umptiou. 

Broadcasters are harassed and confused these day* as ne\er before, 
hev'ie worried not onlv hy a ha i rage of regulatory threats, hut an 
roaion of their free riitrrprix? rights. As pre-ident of the NAB, it- 
ou tliev mu-t look to a- their champion. You can'l lend aid and 
Mm fort to the enemy (even innocently) and fulfill that role. 

The higge.-t thing on the mind- of many of your con-titiient- right 
10 w is. "I Ia> the government heeome my ho-- in the minutae of m\ 
liiih operation?"* Broadea-ter> -houhl he reminded of their re-pon- 
.ihilitie.- and ohligatioiis, hut they should he allowed to run their 
iwn station.- a- long a.- they are licensed to do so. 

I'm told that when you w ere governor of Florida you took i--ue- 
o the people w ith great .-ucee«-. The same technique can he u-ed in 
,ou\ e ca>e> in \ our pre-ent role. But not always. Some thing- mu-t he 
dearlv labeled confidential, private, and oidy-for-membei -hip-\ iew . 

Sincerely. 





SPONSOR 



Widespread reports that 
SPONSOR has heen sold are 
in circulation throughout the 
industry. They arc incorrect. 
The fact: a substantial pub- 



lishing house did propose a 
merger. Hut at a meeting of 
the SPONSOR hoard last 
week the mercer pro|>osal was 
rejected, and it was decided 
to continue under existing 
ownership, management, and 
editorial policies. 




North Carolina's 



North Caro na • 
Ooldan 

biggest market — T ri.o 0 » 
tops in population, 
households, retail sales 



NO 1 MARKET IN THE NO 12 STATE 
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Stanton warns 



gramming 



The big pros in Madison radio 
are on WKOW/1070. Each 
WKOW (exclusive) personality 
is a leader in his field. 




TOM HOOPER 

. . . at home with housewives! 

Tom can't help the gals with the 
dishes or the zippers. But his 
hright-as-day song selections and 
his in-hetween word-visits keep 
them mighty good company. Ad- 
vertisers like him too, for the 
products he puts on the air on the 
Tom Hooper Show ( 1 :45 to 3:30 
p.m.) are the products the home- 
makers put in their market 
haskets at shopping time. Another 
reason WKOW/1070 is first in 
total audience, first in total weekly 
homes. It's the PROgraiuming 
that does it! 

CBS IN MADISON 




TONY MOE, Vice Pres. & Gen. Mgr 
Ben Hovel, Gen. Sales Mgr. 
Larry Bentson, Pres. 
Joe Floyd, Vice- Pres. 

represented nationally by H-R 




STATION 



of editorial 

Ah use and disuse of editorializing 
on radio and tv stations are the "real 
enemies" editorializing faces "in its 
present stage," according to CBS 
president Frank Stanton. In a speech 
delivered 1 October before CBS 
Radio affiliates gathered in New 
York for their annual convention, 
Stanton delineated the problem: 

"If we do not use the right to 
editorialize, we will lose it. If we 
abuse the power to editorialize, we 
will invite troublesome and danger- 
ous regulation of that power." 

Disuse of the right, he said, is 
"the surest way to kill [it] ... A 
right must be used with some regu- 
larity and with some force and vi- 
tality — or it will atrophy." 

Referring to the 1949 FCC de- 
cision permitting licensees, for the 
first time, to editorialize, Stanton 
said: 

"It may have been quite under- 
standable that broadcasters had an 
instinctive tendency to be careful 
about the use of the right to edi- 
torialize ... In some respects it 
was persuasive evidence of the ma- 
turity and responsibility of broad- 
casters that they approached this 
newly recognized function with 
caution and respect for the impor- 
tance and significance of editorial- 
izing. 

Draum several distinctions 

"But there is a difference between 
caution and timidity, between care 
and indecision, between moderation 
and indifference, between prudence 
and opportunism. 1 am not sure that 
we were not guilt v of timidity and 
indecision, of indifference and op- 
portunism, when we failed to put to 
use a hard-fougbt-for right." 

Broadcast editorializing's "worst 
enemy", according to Stanton, is 
abuse. He termed it "more danger- 
ous even than disuse." The use of 
the editorial privilege for the one- 
sided airing of an operator's views, 
to the exclusion of all other views, 
was called by Stanton "murderous" 
and "contemptuous." "Nothing is so 
suicidal and shortsighted as the -con- 
viction of a very few broadcasters 
that, because they hold a license ;t0 
use the airwaves, their views alone 



Giant of 





Irv Schwartz, V.P. & Gen. Mgr. 
McGavern-Guild Co, 
Mid-West Time Sales 



Serving the Great 
24 Hours & 
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We're out 1 cabin cruiser 



2 motorcycles, 28 transistor radios, 1 outboard motor 



But these prizes helped us prove a 
point. 

We held a contest a while back. 
More to measure the calibre than 
mere count of our listeners. We 
called it "The News-More-People- 
Quote Contest." It lasted 28 days 
and brought in 18,874 replies. 

By today's standards of 
around-the-world cruises and 
$100,000 checks, the prizes were 
not spectacular — and deliber- 
ately so. We were out to prove the 
quality of our audience. 

And we made it difficult for a 
contestant to enter. First, he had 
to listen to the station on a regu- 
lar basis to hear the latest "quote 
clue." This was generally a quota- 
tion taken from a recently broad- 
cast statement by some prominent 
national or local figure. The 
trick was to identify who said it 
- and then to mail in this identifi- 
cation to the station. If this entry 
was correct, then it became eligi- 
ble to be included in the drawing 
for prizes. 



Considering the prizes and the 
difficulty in entering, the response 
was substantial and it told us 
plenty about the quality of our 
particular audience. (1) They like 
to be informed. (2) They remem- 
ber what they hear. (3) They 
respond intelligently. 

Isn't this the kind of attentive, 
responsive audience you're look- 
ing for each day? In weighing 
your client's media problems, no 
doubt your answer is "yes." So 
why not call your Petryman today. 

fWFAA I 
m J 

WFAA-AM-FM-TV 
Communications Center / Broad- 
cast services of The Dallas Morn- 
ing News / Represented by 
Edward Petry & Co., Inc. 
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Interpretation and tommeatary 
on moit significant tf/r&dio 
and marketing new* of th« w#*k 



Shmtewn on the rating-range hassle (see page 28) is anticipated very soon. 

Chief counsel Charles P. Howze, Jr. of tkt special House subcommittee hud- 
dled last week vvitii number of key researchers following ARF sessions. While 
original committee thinking was to make rating ranges the rule, Howze, who will 
have voice in final action, is now understood to have an "open mind." In conver- 
sations to gain added insight into the problem, Howze dug deeply to learn practi- 
cal problems involved. 

Though it's far from certain that rating ranges will be required, one service — 
ARB — says it will put red letter box on cover of reports advising clients to use 
"mid-points," if ranges come to pass. ARB's Jim Seiler believes ranges would 
be deceptive and misleading, and proposes to make it clear. 



When discussing ranges, not everyone spells out clearly what they're advocating 

While some want printed range of 7 to 13 instead of a 10, for example, others 
are talking about the 10 with a plus or minus three (considered less objectionable) . 



One argument against is impossibility of selecting single range tor all uses. 

Printing one would force that particular probability on all users and it 
wouldn't fit needs of all. Inexperienced users might be led to believe true figure 
could be at any point within this range. And since ranges are based on prohahilit) 
sample, argument ignores other errors inherent in data, such as non-respon>e. 

Ranges don't have to be symmetrical either: range for the 10 rating could be 
eight to 12, or nine to 13.5, to be hypothetical. And different services could print 
differing ranges too, unless someone made arbitrary decision. But who? Rating 
Council? Government? Should selection be one sigma ( one standard error) giving 
two of three probability, or two sigma, for 19 out of 20 probability? 



Ranges would tend to emphasize extremes, it's also felt- 
Rather than looking at the middle figure, around uhich truth generally tends 
to cluster, buyers might use the lower side, sellers the upper figure, to name an 
example. 

While it's good to remind people numbers aren't precise, why bring about all 
the confusion, one researcher ask*. And if there's to be added cost and lime spent 
to develop ranges, why not spend the money instead for a bigger sample to reduce 
range? 



CBS Radio Spot Sales believes in creating new accounts in book-publishing field. 

bi>t week, Ron Gilbert, the rep firm'- eastern sales mgr., told a luncheon 
meeting of the Publishers Advertising Club that too much hard-cover book ad- 
vertising was hidebound by newspaper thinking at a time when "informational 
service" radio was running up a strong record of reaching the suburban, higher- 
education homes in which most book sales occur. 

Gilbert punched home his points with case histories for successful spot radio 
promotions for such recent books as Niven Busch's "Hie San Franciscans." How 
did it go over? "We really shook them up," said a CBS Radio Spot Sales source 
after the iuncheom 
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A new Pharmacraft product is making a sales "Gesundheif in Omaha. 

The product is Tripirin, designed to alleviate allergies. It's getting the test- 
market treatment, via spot radio and through Papert, Koenig, Lois, in ihe Nebraska 
city. In Omaha, where the tall corn grows, the pollen count grows tall, too. There, 
it is often around 400 during the sneezing season* and has hit 800. (In New Yo#k» 
sufferers sneeze when it hits around 70). PKL considers the Omaha area "ideal" 
for the test. 



NBC TV is taking a tip from Wall Street in preparing show "appraisals." 

With a format almost identical to Merrill Lynch stock appraisal sheets, net- 
work has turned out first of new summaries on Tke Loretta Young Theater, with 
others to follow. Terms include, akin to their financial counterpart, share range, 
yield, recent developments, history, dividends, future prospects, Yield, to cite one 
example, lists the show's cpm homes at $1,35; epm women at $1.50: for the *6B 
fourth quarter. 



Is "Country and Western" music actually a Great-Outdoors misnomer? 

One station, KFOX, Long Beach, California believes it is. As a result, the 
well-known C&W station is now calling it "Country and folk" music. KFOX notes 
there is no longer any such thing as "Western" music being written. 

What is particularly interesting,; "folk" music is, technically, not something 
"written" so much as it is just sort of whomped up one day, and then handed 
down for generations. With the current interest in folk music, a lot of folk-type 
music is being churned out in the wilds of Tin Pan Alley. 



With nearly all new network shows on the air, the rating picture has meaning. 

For the seven days ending 2 October, Trended half-hour box-score by net- 
works in the 49 evening half houra looked like this: 

Network First Place Second Place Third Place 

ABC 9 18 22 

CBS 27 12% 9% 

NBC 13 18% 171/2 

While the wins by half-hour can be easily tabulated, there are many time 
periods where the rating separation is close, and could easily switch, from one 
column to another, making the final Outcome still subject to question. 



You think New Yorkers have a wide choice of tv channels? Just hold your hat. 

Officials of the Empire State Building recently had a survey conducted by 
RCA engineers to see how many uhf transmitters Could be: crowded onto the tower 
atop the world's tallest building. Answer: 12 more, in addition to the seven vhf, 
one uhf and five fm stations already there. 

One of the applicants for g uhf -channel to television from the Empire State, 
incidentally, is a group which wants to operate a Spanish-language tv servrce in 
the New York area. 
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GROUP \V MEANS SPECIALS FOR CHILDREN... 



" c Roineos & Juliets" 



Would you know four versions of "Romeo 
and Juliet"? Chldren do. Children m Boston. 
Baltimore, Cleveland, Pittsburgh, and Son 
Francisco. They've just seen a new Group W 
Special. "Romeos and Juliets." A bit of 
Shakespeare, some Gounod, deux pas from 
an original ballet, and music from "West Side 
Story." Four variations in one hour-long show. 

"Romeos and Juliets" is the kind of en- 
tertainment that does more than enterta n. 
If awakens a child's mind. Introduces him 



to art and literature on h s ovsn terms Over 
the past two years. Group W has been pro- 
due ng ch Idren's spec a s tn 'teen n 3 
Programs of fun ke "Mag c, Vag c. '.'jg c" 
w th Mag cian N't bourne Cnr 'op er. Ju e 
Harris and Zero Moste . Puppetry a th B I 
and Cora Ba rd and the r ma' onettes 

Chi dren present a spec al cha enge to 
a broadcaster. A cha enge to st mu ate 
the r cunos ty, open doors to new *or ds. 
Group W uses its creat ve, mana£ement and 



a a resour es to 
>oungpecp e so e: g - , 
pr & 'ams «e " Ro . s • d 



GROUP 
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Two things. 



One it points out how brilliant a job 
advertising can really do. Two it proves that 
the advertiser who does it generally 
winds up with the business. 

The moral is obvious. 

Which brings up two things more. 

One there are some 7500 men and women 
involved in the purchase of national spot. 
Of this number the top 2000 control over 
95% of the total business. We call them 
the "influential 2000". The most economical 
way to pre-sell this "influential 2000" is 
via a schedule in SPONSOR because SPONSOR 
has the greatest penetration of influence 
with this "influential 2000" of any book 
in the broadcast field. 

Two — give your ads a "patch" of individuality. 
Without it— the page you buy is empty. 
With it you can spark a purchase, increase a 
schedule, motivate a new appraisal, change 
a buying pattern and build your station's 
volume every year. 



SPONSOR 
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"A STEP FORWARD" 

Sponsor's "repackaged" look de- 
serves more than passing attention. 
I personally would like to congratu- 
late your fine staff on a real 
step forward in creating a logically 
streamlined format. 

Your insight in providing a time- 
conserving as well as essential pub- 
lication should be appreciated by 
all sponsor consumers — new and 
old alike. 

Frank M. Headley 
chairman of the board 
H-R Representatives 
New York 



OF GENUINE INTEREST 

Congratulations on your 30 Sep- 
tember issue! Beginning with Ken- 
singer Jones' "Commercial Critique" 
on the commercial co-efficient for 
success right through the 60-odd 
pages of this week's issue — every 
single one of your feature articles is 
of genuine interest to everyone in 
this industry. Not only that, but 
even statistics arc presented in such 
a way that they are fun to read. 

Klaus Werner 
radio tv director 
National Export Advertising Service 

New York 



ON RUNNING A STATION GROUP 

It was with great interest that I 
read your publisher's report "If I 
Ran a Station Group," in the 23 
September issue of sponsor. 

As a station group, the ABC 
Owned Television Stations has rec- 
ognized the need for telling its story 
for some time. Our most recent ef- 
fort, a seven-page advertisement 
which appeared in sponsor and 
many other trade and consumer 
publications, stressed the ability of 
our individual stations to make a 
positive contribution to their own 
communities when supported by 
the collective strength of the group. 

We arc now in the process of 
"telling" this same story through a 
direct mail campaign to the Wash- 



ington community as well as to 
business, civic and religious lead™ 
ors throughout the country. 

This is part of the ARC Owned 
Television Stations efforts to "provg 
how experience in several markeli 
helps provide tetter service ■ 
each." But, I would like to point out 
that the ABC Owned Radio Sta- 
tions have been also telling this 
story for some time. We started 
long before we were "challengcd. w 
I think you will agree with me that 
all broadcasters should be ready, 
willing and ahle to put their indi- 
vidual and collective best on disj- 
play at all times. 

Syrrion B. Cowley 
director of advertising and publicity 
ABC Owned Television Stations 

New York 



INCREASED RADIO INTEREST 

I find it complimentary and grati- 
fying to learn [see spon'sor issue 2fJ 
September, "ARB-RKO join forces, 
to study radio"] of the increased in- 
terest in radio not only by advertis- 
ers but bv research companies m 
well. 

The statement that . . . "radio list- 
ening has changed from a family 
type activity to an individual or per- 
sonal activity" is not exactly a new* 
flash, but I'm glad to see that morf 
people are picking up our lines. II 
can only help all of radio. 

Robert R. Pauley 
President 
ABC Radio, New fern 



AN EYE FOR THE GHOULS 

I want to take this Opportunity ftj 
put down my thanks in writing im 
the wonderful ftsib [sponsor] dii 
with Ghoulardi in the 9 Scptembei 
issue. It truly was one of the fines! 
articles I personally have ever seen 
written on comprehensive, local sut,[ 
tion merchandising and proniotioij 
that result in sales. 

Sheldon A. Sal trim 
promotion manage*! 
WJW-TV, Cleveland 
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Wh.ii happens m the halls of Confess. ,iml eKc 
where in the nation's capital. \ italh allctis lota! 
comtniinilN life. \er\ olten asdiicttlv and immediatel\ as 
the workings of in unit i pa I gtnet mucin, lor this reason, the 
CBS Owned television slat ions— ( lhannel 1! in \*cu Yoik, I ,o> 
Angeles. Chicago; Channel III in Philadelphia and Channel 
•I in St. Louis— have established their own Washington News 
BttRNHi tin hiing cht » hi/em of in t* ma jot population » entct » 
diret t news reports of the latest happeningHon the Washington 
scene whit h specific ath relate to their local communities 

Bureau Manager CwnrMXiudent is |ohn h dw artls. \ctrr.tn 
Capitol I fill .mdW'hite 1 louse new mii.hi during the I niman. 




I 1st nhower and kt inteds .idmmttlt itioiis john 
I dw aids' has kgrotind etnbrac <-s all major fai els 
il \\ ashington life (in cram* of the 1 1 ill. < omrtiiiotiv 
< ainp.ugiis. ele< lions. I'tesidential imtugiir lis. international 
( unlet cut fs |ohn I dw aids and his stall i;n.n an tee Its r!\ ati 
thotitaln e t ov eratft* of the l«x a I as|H'i Is ol I he nati<uial u rnr 
J he \\ ashington News I'.nieau. w itli its fid! time \it;hl and 
Miu ml l a< 1 1 1 f K-s f i ad v to t a pi ore nt ■ w s < >f < * he s j h t< i > • lr i i 
est example of the ( lis Ownpl ir It s i»i >n si n i<m-> ioikiih' I 
pioiict i mg of new w a\s to e\|> md the dn inisi <n\ >>i I h I 
tt lex imoii \nd in ihis in. inner pio\ ide (seller muir 
Jiiyf d sit\ i< e to .iihIiciko in d \ )• n ijur I % < < < i i . > ( 



CBS IHH MO\ MM |()Ns 

V nil INK'S 1>( till I MRU BP 1 SI* »l IN(. \^ Stl SI ISI 
OI'IR\T|M. HtllS ts X»iK kSSt l< tSltth hlH\i IMH & * 

*mw n 111 I \nMi»t \ »sti n\ ii \s i \% 



COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



TOO MANY COOKS 



BEA ADAMS 

vice president 

Gardner Advertising, St. Louis 

Too many coo ics on the produc- 
tion line can stew the juice out 
of a tv commercial. That's my 
thought for the day and it's almost 
as old as the adage. But . . . 

Others who have touched on this 
problem have given it a once-over- 
lightly. Seemingly, the fear lingers 
that if the critic is too forthright 
someone might take offense. And 
well someone might. If the shoe fits. 

The point of this needle is: shoo 
away from the production area all 
stand-in cooks. If anyone is to sub- 
tract from or add to the commer- 
cial or shoot one hair off its head, 
it should be someone who has at- 
tended the little darling from the 
moment of conception. 

I know in this enlightened era a 
father may witness the arrival of 
his offspring. The key word is "wit- 
ness." He is not there to suggest any 
changes in the child's contour, col- 



Gardncr's 

Romanoff tv commercial 




or, sex, or any other accessory. And 
the doctor does not glance appre- 
hensively at the father to be sure 
Papa is pleased with the techniques. 

Is the analogy way out? Sure it is. 
Purposely. 

And now, to reassure you that 
I'm really one of you, I'll say that 
some of my best friends are mem- 
bers of the client organization and 
agency personnel who shouldn't set 
foot in the studio, or on location, or 
wherever the shooting is being 
done. Or, for that matter, wherever 
the recording is being done. 



I've written hundreds of tv com- 
mercials (oh, radio commercials 
too, friend!), sat through countless 
constructive pre - production ses- 
sions, and done my share of direct- 
ing commercials with and without 
the benefit of bystanders who "re- 
ally don't want to interfere but 
what do you think about , . .?" 

Usually, once one of the curious 
ones has suffered through the slow 
and painful process of producing 




that thing which is finally squeezed 
into a few fleeting seconds, he is 
happy to stay away and leave the 
driving to us. 

But there still remain with us 
those perfectly nice guys who feel 
that they simply must be on hand 
during those crucial days when the 
commercial is finally given life. 

Any tv commercial has a big load 
to tote. It must penetrate a preoc- 
cupied mind, change indifference to 
interest, promise an answer to a 
need or desire, and make that 
promise believable, wantablc, mem- 
orable. 

It is not easy. Every visual detail 
serves a purpose, sharp or subtle. 
Every word, every inflection, even' 
moment of silence, contributes to 
the potency of the commercial. 
Every sound effect, every musical 
note played or sung has a reason 
for being. Those who create the 
commercial dig and discard, work 
and worry and wrestle together un- 
til the pieces fit. Someone who 
hasn't been through the labor pains 
can move one piece and the whole 
thing reverts to a puzzle. 

Many hands make light work. 



they say. Well, many hands can also 
make a light-headed commercial. 

If there's a question in anyone' 
mind about any small or large seg, 
ment of a commercial, it should be, 
answered befo're production begins. 
And everybody should know who* 
who and who's responsible fed 
what. Then off to the races. 




Most wise advertisers know that 
the significant difference betweeft 
agencies is in die creative talent! 
an agency has, and keeps, and de- 
velops, and adds to. To all who al 
not active workers in this particulaf 
creative vineyard: please, please? 
You have so many complex proh* 
lems of your own to cope with. 9 
despite all that coping, > ou feel aft 
urge to slip into the tv commercial 
maternity ward, tiptoe in, give thJ 
high sign, and tiptoe out. 

Nothing nourishes creativity quit© 
so much as confidence given. M 




BEA ADAMS is vice president in 
charge of special tv projects for 
Gardner Advertising in St. Louis. 
In 1950, she was nanicd Advertis- 
ing Wonlan of the Year and was 
named one of 27 American Women 
of Achievement by "Life Maga- 
zine" in 195L She was selected as 
one of 3(5 top American business- 
women by "Fortune Magazine" in 
195G. Miss Adams is the winner of 
several Art Director Awards and 
other awards f«r outstanding fcv 
commercials.; She recently served 
as judge at the first American TV 
Commercial Festival in X. Y., 1960. 
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(90% share) 



Who's they? Almost anyone in the metro area, because if 10°o car 
bring mother signals, so can they, but they seem satisfied u th the d ver- 
sified programing we offer, and, for years, our metro share has repre- 
sented 9 out of 10 viewers in prime time 1 1 is currently °0°o, and v.e 
deliver more total families, of course, than any station sharing that 
other 10%. Check your ARB. Feb-Mar, 1963 The March 1%3 Nielsen 
tells a similar story. WCTV compares most favorably in tota fam I es 
with stations in larger, more competitive markets You get mighty aood 
buys on this fine area station 
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"CALENDAR 



The when and where 
of coming events 
7 October 1963 



OCTOBER 



National Academy of Television 
Arts and Sciences, roundtable 
meeting (8), Americana, New 
York 

Radio Advertising Bureau, manage- 
ment conferences. Town House 
Motor Hotel, Omaha (7-8); The 
Executive Inn, Detroit (14-15) 

Nebraska Broadcasters Assn., an- 
nual convention, Scottshluff (6-8) 

Federal Communications Bar Assn., 
annual outing, YVashingtonian 
Countrv Club. Gaithershurg, Md. 
(7) 

Broadcast Advertising Club, meet- 
ing, Sheraton - Chicago Hotel, 
Chicago (8) 

International Film Festival, includ- 
ing commercials presentation by 
Television Advertising Represen- 
tatives, Barbizon Plaza Hotel, 
New York (8-10) 

Kentucky Broadcasters Assn., fall 
meeting, Downtown Motel, 



Owensboro (7-9) 
International Film Festival of New 

York, Barbizon-Plaza Hotel, New 

York (8-10) 
Variety Clubs', mid-winter meeting, 

Hilton Hotel, New York (9-12) 
Advertising Federation of America, 

3rd district convention, Norfolk 

(10-12) 

Alabama Broadcasters Assn., an- 
nual fall conference, Hotel Staf- 
ford, Tuscaloosa (10-12) 

American Women in Radio and 
Television, west cen tral area con- 
ference, Holiday Inn South, Des 
Moines, Iowa (11-13) 

Missouri Associated Press Radio- 
TV Assn., meeting, Arrowhead 
Lodge, Lake Ozark (12-13) 

Society of Motion Picture and Tele- 
vision Engineers, 94th semi-an- 
nual technical conference, Hotel 
Somerset, Boston (13-18) 

Assn. of National Advertisers ad- 
vanced advertising management 
course, Hotel Moraine - on - the - 



Lake, Highland Park, Illinois' 
(13-18) 

North Dakota Broadcasters Assn., 
12th annual convention, Ray Ho- 
tel, Dickenson (14-15) 

National Assn. of Broadcasters, fall 
conferences, Statler-Hilton, Harts- 
ford (14-15); Leamington Hotel, 
Minneapolis (17-18); Pittsburgh?) 
Hilton, Pittsburgh (21-22); Amerk 
icana, Miami Beach (24-25) 

Point-of-Purehase Advertising In- 
stitute, 17th annual exhibit and 
conference program, McCormicli 
Place, Chicago (15-17) 

Indiana Broadcasters' Assn., 15th 
anniversary convention, French || 
Lick Sheraton Hotel, French;] 
Lick, Indiana (16-18) 

American Assn. of Advertising 
Agencies, central region meeting. 
Sheraton Hotel, Chicago (17-18" 

Texas Assn. of Broadcasters, fill 
convention, Cabana Hotel, Dab>,j % 
las (20-21) 

National Society of Sales Training 
Executives, sales trainer clinic. 
Cornell University, Ithaca (20-1 ' 
25) 




One of the big ones from 

WARNER BROS. ONE 



RICKY 



The latest and greatest selection of feature motion pictures for first-run television 



i ne la 
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Midwest Fdncnt ional Broadcast 
Music Directors, conference, In- 
diana U„ Rlooinington (22-23) 

Inlemat ional Hndio iV Television 
Society, special projects limcli- 
eon, Waldorf-Astoria, New York 

m 

Mutual Advertising Agency Net- 
work, meeting. Palmer 1 louse, 
Chicago (2 1-20) 

pCttftui Report on the Negro Mar- 
ket, .symposium. Hotel Roosevelt, 
New York (2">) 

American Women in Radio and 
Television, hoard ol directors 
meeting, Ma\ o I lotel, Tulsa (2T) 
2T) 

West Virginia Associated Press 
Broadcast News Directors, fall 
meeting, Clarkshurg (26') 

Institute of Broadcasting Financial 
Management, 3rd annual general 
meeting. New York 1 1 iltou, \eu 
York (2S-30) 

International Radio £v Television 
Society, newsmaker luncheon. 
Waldorf Astoria, New York (30 1 



I cut ion I liltou I Intel I'm M mil 

(1-2) 

Central Canadian Broadcasters 
Assn.. rudtugement and engim-ei 
ing convention, Royal York I In- 
tel, Toronto ( I 5) 
Vineriean \ ssn. of Ad\ rrl isiim 
Knencics, eastern annual meet 
ing, Waldorf-Astoria. New York 
(6-7) 

Illinois Broadcasters Assn., fall eon 
volition. ( ."hirago (7 S) 

International Radio tt Television 
Society, 1st annual college majors 
conference. Hotel Roosevelt, 
New York (7-S) 

Washington State Assn. of Broad- 
casters, fall meeting. Hidpath lie* 
tel. Spokane (7- 1 )) 

Assn. of Nat ional Advertisers, an- 
nual meeting. The Homestead 
1 lot Springs, Y;i. 10-13 

Croup W, 5th conh rence on local 
puhlic serv ice promantinn. Insti- 
tute of Music, Cleveland (II) 

National Association of Broadcast- 
ers, fall conferences, Dinkier- 
Andrew Jackson. Nashville (II 
15); I lotel Texas. Fort \\ oith (IS 
19). Cosmopolitan, Denver (2F 



22 ) I' ainn« nut S n If m im < 
23 2(y 

National \ssn. of I dm atuni.il 
Broadcasters, n ition d i i 
t mn Hotel S< hri >< di i \ I il \ 
kee ( I7-JI) 

I he I elev ision Bureau of \dv ert is 
in'4, amiii.d nn ml x i ship m< > t n 

Sin | ,|t< III - Bl.lt kstolie Hot) 1 ( It 

< ign |»» 21 
Broadcaster* Promotion \ssn., in 

m i.i) ( ouvi ut n >u, Jai k Tar ! lot< I 

S in I'ijik isi o 17-2" 
New York I niv < rsitv \ Division of 

(General I'd ucat ion, editi nil 

v\ oi kshop. Hotel I uu.isiir \< w 

York IS 20 
\inerican \ssn. of \dv ert isin™ 

Agencies., anim d 4 >nv t nt i in 

Statler Hilton Hotel, ( |i v • I mil 
20 

Nat ional \eademv of *| clt vision 
\rts and Sciences, ihitm r. Hilton 
Hotel. \ew Yoik 22 

International R id in 6c 1 elev ision 
Socictv , sjM t i.d pioji i ts lmi( h 
eon. \\ aldoi I- \storia. \« vv Y rk 
[2~ , newsmaker luni h< on Cm st 
is W. \v < rell I l.irritu.in. II ><< I 
Roosevelt. \< vv \ ork 20 



JO V EMBER 

)regon Assn. of Broadcasters, con- 




how do you fit a hippo into a hatbox? 



You can! ... if you're interested in just his foot. Like ranking TV markets. You can take < 1 
small portion of the market by using the SMSA metro approach . . . but if you want the whol< 
hippo, you gotta rank by total market! Consider. More than 90% of the Charlotte Market i 1 
located outside the metro area and the total Charlotte TV Market contains 574,800 
homes . . . ranking 20th in the nation! * We throw our weight around too, with an 81% leai 
over the market's second station.* Throw your hat into our coverage ring — it's a whopper! 1 





CHARL®TTE 



JEFFERSON STANDARD BROADCASTING COMPANY 
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ARF Joins fray 
for rating laurels 



Proposal to conduct metliodological 
studies ta advance audience 
measurement bring v<iried comments 
from industry research executives 




Tin: Ad\ ertis- 
ing Research 
Foundation last 
week jumped 
into the audi- 
ence measure- 
ment arena \\ it I i 
net and trident, 
indicating its 
willingness to 
nkv on all coiners in the long- 
tn tiding gladiatorial tilt. Joining 
xthcrs who have aeteil or made 
injposals on the rating controversy. 
\ R F proposed to concentrate most 
if its media audience ineasure- 
ncnts in method studies designed 
o improve standards of measure- 
ments. 

At the ninth animal conference of 
the foundation, ARF chairman Dr. 
Lyndon (). Brown reported the 
'neu considered stand" of ARF. 
noting the "complete void" and "ap- 
palling lack of pnhlished research 
IKS ftpchnolo<r\ Brown said : 'AW are 
vhiltrtkiim the initiative." ( for full ARF 
ift \ proposal, see separate ho\). 
1 m Conmventinu further. Dr. Brown. 

.Senior vice president of Dancer- 
lea Fit/gera Id-Sample, said ARF "does 
0 ( not intend to inject itself into areas 
which are primarily the responsi- 
°" Ulities of broadcasters." He added 
ttet it is difficult, if not impractical, 
lor commercial research organi/a- 
t'hwii. to finance' experimental studies 
ami that the industry can and 
should help. 



Dim I (>t< l.\ mxin (). Dhows', 
N< mor i ii i f\rr\itlri\( 
Ihmrrr- /• iIzl'i mU-hampie 



I le pointed out that "none of the 
projects suggested should he in- 
terpreted as a criticism, real or im- 
plied, of any going research organi- 
zation . . . The proposals mentioned 
in the A RF statement ol polii \ u ill 
not he executed in a way which w ill 
compete with syndicated services 
or commercial researchers ' 

With the conlerence theme, " \ d- 
vertising Research at the Cross- 
roads," ARF had itself a u inner, 
particularly in view of the cross 
current of raging ratings comments 

|ohn 1 ). 1 lenry, market rese.m h 
department manager at Procter 6c 
( iambic, in his opening remarks 
went further: "advertising research 
has always heen at the crossroads 

Th r ferment in rating* 

Although there may he midline 
neu ahont the "crossroads" aspect 
of measurement, the area is certain 
ly under Bombardment as ne\ i 
before. Since early this year, ratings 
have been a hot topic in the br >ad 
e.ist indiistrv, with main solutions 
i illcrcd : 

y The National Association ■ ! 
Broadcasters established its Mating 
Council to make a complete stoib 
of radio and t\ rescue h umler 
W estinglionse president Donald 1 1 
Mi ( iannon. The V \B report has 
been anticipated for several ue<k\ 
hut has bei n dehued bei anst o! 
the inability to resobe tin pr« bleu 
n| rating ramies 



► The 1 louse 1 1 mill nttee on In 
\ estimations, led In Rep. Oren Har- 
ris, made sweeping critii isms of 1 1 « 
rating services, and since lias pi • 
posed to take gov eminent ai ti"ii 
failing iiiihtstrv enfori •ement 

^ The Radio Vlvcrtismg Bun an 
annoiim ed its plan to conduit a 
radio metbodolngv stmb lostmu 
some 

► Ml rating sen tees annoim* < d 
i hanges in techniques \ R B (or < >n< 

h. is entered radio research in* asur< 
iiieut in a Detroit m< thodo|og\ test 
m cooperation with BKO ( •< n< ral 
\iels< u discontinued local r ub 
ratines and made ,t ininilx r >i 
(hanges ui its icportmg. to n.un< . 
lew examples 

Last week, all tin .ibo\ c f.ii ti< lis 
\v i re being he ird from am w < itln r 
as part of the \RF session, or si p«i- 

i. iteb , and .uldition.il < onum nt> 
wire ( otnnig I rot it other sunn < s t 
boot. 

The \ \B through Mi C nun n 
had this c< miiiK nt to maki >n t t» 
pi op< s.il I r< >ii) \ R I' 

The problem is s'> big. th t u< 
«« Iconic all clfoi ts " \ddtng a in t« 
of c .i i it n mi. Mi ( • union said i! ,» 1 
\\ ill uork together the \ R 1 < H< rt 
and others, i an be \ • r\ gmtd. b >t 
if not coord in it< d t in pn \ « t l>< 
had 

I he problem In i s ntmucd 
tli.it then is ,i liunti d. tlx u *1 i ' 
n< 1 1 ss.inb mo ill. am Hint < f nv < 
.iv .ol.ibh to he s|x i)' n r< » i 
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Ratings pervade the industry 
and are a basic buying /selling aid 



with any waste resulting from du- 
plication of effort, harmful. 

As part of the ARF agenda, 
Charles P. Howze, Jr., chief counsel 
of the special House subcommittee, 
charged that there seems to be "at 
least among some broadcasters and 
advertising people, a great reluc- 
tance to concede that the role of the 
rating services is as pervasive in 
American broadcasting as I am per- 
suaded it is." 

lie also said there was a wide 
disparity between the sample de- 
signed at company headquarters 
and the panel actually being sam- 
pled; there is a "susceptibility to 
manipulation" through the practice 
of "hypoing," and that when the 
field work is complete, "all kinds of 
fascinating diings happen" (editing, 
weighting, averaging, etc.). 

Fallibility of ratings 

And looking to ranges, Howzc 
said: "I have been wondering lately 
whether it might be a good idea 
for researchers to consider chang- 
ing the format of rating reports to 
dramatize the fact of statistical vari- 
ance. There are quite a few sophis- 
ticated users of ratings who under- 
stand the fallibility of absolute num- 
bers, but I fear they are hopelessly 
outnumbered by those who don't." 

And commenting on so-called 
"trade secrets," Howzc said "we 
have an analogous problem in the 
federal government. In that great 
sprawling enigma, the Pentagon, a 
had habit has grown up that might 
be called "classifying' mistakes. 
Whenever events happen that make 
a document embarrassing to who- 
ever was responsible for it, the imi- 
tation is strong to regard it, all of a 
sudden, as 'top secret.' 

Howste also referred to the re- 
sults of the Securities Act of 1933 
which insured "the availability of 
reliable information for those in- 
vestors who take the trouble to 
keep their eyes and minds open h ■- 



fore they plunk down their money 
... I hope that advertisers and 
broadcasters can profit from the 
lessons taught by die securities leg- 
islation of 30 years ago. I bring the 
subject up only to indicate that 
needed changes are not always so 
painful as they may seem at first." 

In its full statement, ARF noted 
it was "consulting with the Radio 
Advertising Bureau on a $200,000 
project which will evaluate several 
measurement techniques . . * Such 
consultation in the past, it is noted 
has been normal procedure in in- 
stances where ARF approval for a 
project's methods was sought, and 
does not imply RAB endorsement 
of the new ARF plan. 

Researchers themselves, were 
quick to comment, since they ap- 
peared on the ARF agenda imme- 
diately following the announce- 
ment. ARB's director, James W. 
Seiler, called it the best news in a 
long time, "excellent" . . . "couldn't 
support it more." A. C. Nielsen, Tr. 
was somewhat more reserved. "We 
may not see eve to eve with ARF 
on every detail, hut if deeds really 
speak louder than words, I think 
we can be rated as vociferous root- 
ers for the principle of researching 
research." But he also noted, that 
his company had already acted up- 
on "all four of the broadcast-audi- 
ence measurement questions given 
as examples for future study." 

Researcher Politz speaks out 

"Let's not be too dogmatic about 
what should be or shouldn't he" 
was the advice from Alfred Politz. 
"I believe the farther the ARF 
steers awav from such advice, the 
more it will contribute to the pro- 
gress of media research." 

While saying "the last thing we 
need is a further proliferation of 
methodological studies," W. R. Sim- 
mons said ARF could do the job 
host, and had no "conflict of inter- 
est" as in several other instance.*; 



The ABF I 

The primary needs in 
ence measurement tody, 
for the development m 
ceptable research star 
within the present stal, 
the art of advertising re: 
and the fulfillment of a> 
ing need for scientific fl 
gation into the method 
problems of audience* 
urement. These needs e 
the measurements for 
zines, newspapers, radl! 
television. 



ARF's future polimeyl 

In the future, therefi 
will be the policy of tY 
vertising Research Fifl 
tion to concentrate I 
part of its activities in 
audience measurements 
conduct of medrodol 
studies designed to iir 
techniques and advaim 
standards of audience 
moments. 

With the rapid exp 
of syndicated services 
audience measurement 
the ARF has already pw 
facilities for the anal) 
established individual 
ices, when voluntaH 
quested by the service 
anticipated that this m 
which in the long rxf 
contribute to better stm 
measurement, will «M 
the future. 

Research leaders on tc 

I Iowever, the crysl 
tion of specific stfli 
through scientific inv 
tion into methodohj 
problems not only repi 
a fertile field for 1 
progress, but is also 1 
larly adaptable to the 
tics which ARF can 

This organization cai 
heavily on all the ri 
of our research conn: 
which reflects a broagj 
posite of professional 



ifSBifflfli! 
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Connection with Measurement of Media Audiences 



(a) to noii-eoopcrat ion o I 
di.ir\ kec|>ers .iiid (I)) to using 
;i Unix crsi' composed ol 
"listed ' telephone homes 

\fW arras la ftmhe 

In \ iew of the present high 
deuree of interest in problems 
ol broadcast audience meas- 
urements, tlie Foundation fur- 
tlier proposes that, in addition 
to .such acti\ ities. it originate 
experimental researeli proj- 
ect s which would answer 
questions such as: 

• Docs the installation of a 
meter or the existence of a 
diary affect viewing habits 
and to w hat extent? 

• Do homes willing to ac- 
cept meters and keep diaries 
have the same viewing habits 
as those which refuse? 

• What are the specific dif- 
ferences between viewing by 
individuals and set tuning? 

• I low accurately can re- 
s|Xindents in a telephone or 
personal interview recall their 
previous viewing or listening? 

These are just a few exam- 
ples ol questions that need to 
be answered. Careful investi- 
gation of questions like these 
should answer many of tin 
arguments that exist, help the 
ad\ ertiser make w iser invest- 
ments, aid the broadcast me- 
dium and the audience meas- 
urement services in providing 
more reliable data. 

Several qneslimis posed 

Students of print media 
audience measurements also 
have raised many challeng- 
ing questions. Here are some 
specific problems in the mag- 
azine field which need seni- 
um : 

• Is the skelctoni/iiu; pro- 
eednre currently used w hen 
a large number of maga/.incs 
are carried for one interx icw 
adequate as compared v* ith 
show inn the full issues? 



• Does intefv iev% nig imirt 
than one person in .1 house 
hold in the same interv iew 
t reate a bias? 

• W hat is the elfet t of 
show ini; it large number of 
magu/iurs \ ersiis two or three 
in an interview? 

• Is there a difference be- 
tween prhnarv and seeondarv 
readt rs, if so, what and how 
much? 

• ( an a method measuring 
t he audiences of business 
publications at a cost reason- 
able in comparison with their 
advertising rev einie he devel- 
oped? 

Here are a few examples of 
ent ieal questions that need 
aiisw ering in the in w spap< r 
area: 

• I low should the newspa- 
per reader he defined and 
qualified? 

• K the read-v esterdav 
techni(|iic as presently prac- 
ticed snfliciently accurate? 

• Is a dilferent technique 
requiretl to determine the 
number of readers of Sundav 
papers than for weekdjv pa- 
pers? 

\o immediate ur**urer* 

The WW does not propost 
to obtain answ 1 rs to all t hese 
questions immediateh I best 
are examples, mentioned to 
illustrate the tv |>e ol needs 
that are thought to exist. .\n\ 
of these, or others in width 
the inthistrv lias the creates! 
interest will Ik' s< !< (.ted for 
individual stndv as part of a 
series. 

This statement pertains 
on I \ to met hodolomi a ! 
studies of audit nee measure- 
ments. This new fat iht\ is I* 
inU adtled to t • uisultatmu* 
siijvrv ised studies, appraisals 
and an. d\ ses of s\ mlu att d 
services, w hit h an t arrit d 011 
♦is ret|iit stetl In m< 111K rs f 
\ HI* or the uuhistrv 
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A.R.F. 



Cummiiigs says he'd like to see ARF "become 

the watchdog of the research industry'"' at W* Y. meet 



(unnamed). "We're already in the 
ARF goldfish bowl, but we're 
alone. 

And Phillip W. Wenig, SRDS 
Data president, said "ARF is the 
organization which can do it.' 

Barton A. Cuminings, Compton's 
chairman and chief executive offi- 
cer, picked up the cudgels follow- 
ing lunch, saying "I would like to 
see the ARF become the watchdog 
of the research industry. I suggest 
that the ARF be given the respon- 
sibility to assess the validity of the 



audience measurement research of- 
fered by the major independent re- 
search organizations and that the 
cost of this investigation be borne 
by the membership of the ARF, not 
the research firms. Altogether the 
ARF must become more dynamic, 
more forceful." 

Without conducting its own in- 
vestigation of rating services, ARF 
must forfeit its claim to leadership 
in the advertising research field, 
he added. 

Cummings proposed that each 



The dispute on "rating ranges" rages 

Rating ranges, referred to by Charles P. Howze, Jr. at the ARF 
session, have provoked a small cyclone inside and outside the 
advertising and broadcasting industry. Among those known to 
favor ranges (for example, instead of report at 10 rating, a 
range of 7 to 13 might be shown to include statistical variance) 
are a number of agencies, advertisers, and ARB. On record in 
favor of ranges are Congressional investigators, TvB, and other 
agencies. TvB's president Norman E. Cash, in a statement last 
week said: "From a practical standpoint, I can appreciate the 
problem of using the additional numbers range of error would 
represent. All sorts of tables would grow into most complex 
things. We wouldn't be looking at just two numbers anymore, 
we'd be talking in terms of ranges. It would be difficult, time 
consuming and costly to include these ranges of error, but I 
believe none of us would oppose them on these grounds." 

A number of professional researchers make no bones about 
their opposition, believing that in the final analysis, the media 
buyer would have no choice but to choose a figure, probably 
the mid-point, and use it for analysis. Or lows of one set of 
ratings might overlap with highs of another set, creating an 
impossible situation. 

And as one industry source asked: "What do you do about 
spot tv packages? What do you do about the number of homes 
in any area? Are they to be covered in ranges also? What do 
you do about audience composition data which would have to 
be ranged? What would J. Walter Thompson do with all the 
material NOW in its files? And why doesn't the government 
report all its business analyses on a range basis?" 



ARF member donate a sum of men 
ey, pro-rated on its membership 
category, to a special fund set M 
to investigate audience measure? 
ment practices. 

Nielsen's Nielsen also had otliw 
thoughts. He called attention to the 
fact the NAB Rating Council \M 
announced its intention to make 
similar studies, that all the leadJ 
broadcast measurement researches! 
have been asked to support their 
work, that users of audience d 
search would support the NAB pro- 
gram, though ANA and 4 A wer# 
represented by observers rather 
than membership, "Both the ARF 
and NAB include many of out 
clients in their membership, and we 
hope that both organizations will 
reach a clear understanding about 
their methodological research ac- 
tivities, so as to avoid unnecessary 
duplication of effort and other con-, 
flicts . . . We hope the right hamj 
and the left hand will have a wotM- 
ing arrangement." 

Recognized industry leaders hall 
other comments, though not always 
willing to provide a direct quotav 
tion. 

"Where has ARF been until now* 
asked several, registering disgust 
at the fact that the controversy had 
been going for many months, evert 
years, without action by the foun- 
dation. 

Another called attention to ARF's 
"pro-print bias." "While only twe 
broadcast representatives are on 
their board (Arthur Hull Hayes Qi 
CBS Radio, and Hugh M. Bevilto 
Jr. of NBC), six publishers w 
represented." 

II anything was clear following 
the ARF proposal, rt was the §m 
that much remains to be done, anc 
resolved, before the problems ol 
audience measurement can 
solved, in the weeks, months, ana 
\ ears ahead, if ever. I 
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ADVERTISERS 



Tv sponsors say openly: 
Our product is better 
than competing products 




ALL DETERGENT 

. « . Right liver arc the results of a 
remarkable scries of tests with 
America's seven leading washday 
determents . . . All outclcaned the 
leading white detergent (Dash). All 
irutcleaned the leading hhie 
detergent (Cheer). All outeleaned 
the lending tablet (Salvo). Out- 
eleaned them, high suds or low. 




BAYER ASPIRIN 

. , . One yelled I have extra 
ingredients (Anacin). And one says 
I'm 50*c stronger (Exccdrin). And 
one says I'm the modern drug 
f«v pain (Bufferin) ... a test of 
five leading pain relievers showed 
that two eAtra-ingredients products 
upset the stomach the most . . . 
They weren't any stronger. 




VALIANT AUTOMOBILES 

. . . Trained interviewer* from an 
independent testing institute 
conducted this consumer survey 
giving car owners a chance tu 
discover the real values of Falcon, 
Valiant, Chevy II, Rambler, and 
Corvair. . . . When the results 
were tabulated they showed 74.5' r 
rated Valiant the best value. 




AMERICAN AIRLINES 

. . . There just aren't that mam fan 
jets around. Let's look at the jet 
fleet of the three largest airlines 
in the country. This airline (United 
has a total of eight fan jets. This 
airline (TWA) has 13 fan jets . . . 
while American has R4, -IS more 
fan jets than urn body in the 
business. 



t 
1 



WW \ I Sl Mill l> <>! I I b< t I Mill t 
Sill .1 |H<x]lK t V I t ti I' V ISK ill 111 
M Hill' I, ISIS ll.l\ I till II' (1 lilt .l|l 

pnui In s tu nnsi ll tin* t us] ' 
t M ill 

knot kiuu i oiuprttii ' prmliK t s 
I.nr | >l.is 1 1<>\\ < v i r if tin- < 1. inns .i i < 
not nii)iist i ir misleading, s i\ imliis 
Its nu n iint network standards « 
• cutis i s s i\ f rankK tin \ ills i j s 
pime. 'It degrades the ad\ ertis« r 
and unt i^ates tin- positive asprtts 
of tin* product,' adds om network 
i \ei nti\ e. "In general we <leploi i 
tins kind of ad\< rtiMii'4," sa\ s a 
spokesman lor anntlier network It 
tends to damage all advertising." 

"Taste and judgment" are the 
linideliiies, according to ( ir.it e John- 
sen, director of t oiituiiiit\ accept • 
ante at A UC Thus, standards and 
interpretation \ar\ somewhat. Am 
strict written code would he nn 
prac tical. ( )nl\ one network, \ IK . 
has ;inv w ritten standards on this 
|in ihlem and these are \ at*ue The 
National Association of Broadcast 
ers Tele\ ision Code is hnef on the 
subject : "Ad\ crtisinu o>p\ should 
contain no claims dealing imfairh 
with conipetitors. competing prod- 
nets, or other industries, professions 
or institutions " 

lu all cases, how ever, there is 
thorough researc h into ipiestionahle 
commercials. \\ ith the three net 
works and the NAM wanting sub 
st.uitiatiou for c laims. the chances 
arc nood that ain false or mislead- 
ing statements would he caught. 
The Federal Trade ( "oimiussion. 
tlu* Food and Prm* Uhninistration. 
as well as any other noiebroadtast 
oruani/.itions. are not permitted In 
law to do am prior restraining hut 
tan take action after the t ommer 
cial is airetl. Hie networks take en 
the responsibility of keeping hit^i 
standards. c\ en though in the final 
anahsis am leual action would lx 
auainst the ath ertiser. and in sunn 
cases, the allelic \\ 

The prohlem of superior t lanns 
forced networks to set up standards 
departments for radio before 1% 
came on the scene Stronuh tomjx- 
titiv e advertising w as introduced 
between 1926 ami 1*134 \t that tun. 
soap products were beginning ti 
use sii|v rlat i\ es t^ niTonsh . "Th is. 
tletervieut c la i ins of w Inter, hrichtt r 
and t leaner caused fits amonu tl t 
networks." at c<«rdinu to Carl \V t 
son, director of broatlcast stand in 
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RESPONSIBILITY for maintaining network program and commercial standards lies 
with Herbert A. Carlborg (1), tlirectoi of program practices, CBS; Carl Watson, director 
broadcast standards (c), NBC; Grace Johnsen (r), director continuity acceptance, ABC. 



at NBC. Today, similar claims gen- 
erally are considered harmless "puf- 
fery." "At least today it's a lot bet- 
ter than the situation that existed 
at one time in advertising where the 
advertiser would claim that his 
product could cure any thing from 
asthma to falling arches," says one 
industry man. 

Permitting competitive claims was 
possibly first supported by Milton 
Biow of Biow Advertising who 
talked of the hypothetical "mudpie 
ease." The idea was, if a man can sit 
down and find the finest mud in the 
world and shape it in the finest 
plate he should rightfully claim that 
he has the best mudpie in the world. 

In the area of tv commercials 
there arc three general approaches 
to the competitive message. 

ONE: Reference to category. The 
advertiser states the disadvantages 
ol a general competitor, such as 
aluminum against wood. Alcoa com- 
mercials recently showed pictures 
of wooden windows and fences, 
making comments on the disadvan- 
tages of both. With a scene of a 
wooden window copy reads, "A 
window is not for pushing, tugging, 
prying, scraping, painting, banging, 
screening. Haven't you heard of 
aluminum windows?" A Rinse 
Away commercial pointing out dis- 
advantages of alcohol heair tonics 
and creams is another. 

TWO; References to specific 



brands. By emphasizing a well- 
known slogan, statistics, or showing 
an identifiable picture of leading 
competitors, even though names are 
not mentioned, the astute viewer is 
able to fill in the blanks. Good ex- 
amples are Bayer Aspirin, American 
Airlines, and All detergent commer- 
cials (shown on page 29). 

THREE: Direct claims against 
identified competitors. The most 
brazen of all, sueh commercials are 
first to be challenged. 

Examples of the direct claim are 
currently prevalent in the compact 
auto field. Valiant commercial (left) 
points out the results of a test by 
an independent institute showing 
74.5% of drivers interviewed rated 
Valiant the best value over Falcon, 
Chevy II, Rambler, and Corvair. 

Volvo has been running a com- 
mercial in spot tv which shows a 
race against Corvair, Volkswagen, 
Valiant, and Renault, in which 
Volvo is the runaway winner. The 
names and horsepowers of the cars 
arc given at the beginning; at the 
end the statement "Volvo also gets 
25 miles to the gallon." 

Renault has also entered the fight 
picture on tv. Commercials com- 
pare the auto favorahly with Volks- 
wagen for size, gas, aiid turning ra- 
dius. 

Volkswagen, undisputed leader 
in the foreign-ear compact field, has 
not eome out with strong competi- 



tive advertising though it frequent' 
ly cites the timelessness of its 
models; Helmut Krone, key man 
on Volkswagen account at Doyle 
Dane Bernbach, says the client still 
feels like a guest in this country and 
will not permit the agency to do 
downbeat advertising, "They bend 
over backwards to a fault," says 
Krone. "It often bothers us* The art 
director feels the attitude is a carry- , 
over from extremely mora] adver- I 
tising in Germany where even su- j 
perlatives are outlawed. The agency H 
recently prepared a print ad show- I 
ing five American and one foreign 
competitor with the copy "Can you 
tell the ages of these cars?" — but 
the client shot it down. Similar idea 
was reportedly considered for com- 
mercials. 

Another hotly competitive area 
on tv is analgesics. The NAB and 
different networks consider claims , 
in this area — or any area concern- i 
ing health — of primary importance. 
Bayer Aspirin came out with a com- I 
mereial this spring which gave the 
slogans of its top three competitors,. 
The talent assumes poses and atti- j 
tudes which poke fun at their 
claims, then says "All I need to 
know is what it said in an article I 
read in die Journal of the American 
Association in my doctor's offiee. ^, 
A ease against Bayer by the FTC is 
now pending. 

Other headache relievers take a 
milder approach but still touch on 
competitors. Bufferin, Exeedrin and 
Anaein all claim extra ingredients, 
Exeedrin says "Even the heavily- 
advertised combination of ingredi- 
ents tablet merely adds caffeine to; 
aspirin. But Exeedrin has more 
quantity and more kinds of ingre- 
dients." Anaein says product "is a J 
combination of ingredients with a i 
particular ingredient missing from 
aspirin. Commercial also states, 
"millions get fast relief . . . and no 
upset stomach," possibly implying; 
that with other cures an upset 
stomach could occur. 

There has also been friction be- 1 
twecn Dristan and Contact. Con- j 
tact recently challenged Dristan for 
attacking a so-called "all-day cap- 
sule." 

Strong competitive claims have 
frequently been made among shay-| 
ers and blades. A Romon eommer^l 
cial some months back showedl 
other electric shavers at work male- 1 
ing a comparison indicating it was I 



30 



SPONSOR/7 October 196J 



Volume 7 "Films of the 50's"from Seven Arts 



Success 




Rock 
Hunter? 



JAYNE MANSFIELD 
% TONY RANDALL 
I BETSY DRAKE 
JOAN BLONDELL 




The 
4 PROUD 
ONES 

ROBERT RYAN 
VIRGINIA MAYO 
JEFFREY HUNTER 
ARTHUR O'CONNELL 



Mr. Belvedere Rings the Bell 

H H 



CLIFTON WEBB ZERO '.'OS TEL H H h" 
JOANNE DRU 



DESK 
SET 



SPENCER TRACY KATHARINE HEPBURN 
GIG YOUNG DINA MERRILL JOAN BLONDELL 





\ V RIVER'S EDGE 



ANTHONY QUINN 
v\ RAY MILLAND DEBRA 



PAGET 




EVA MARIE SAINT 
ANTHONY FRANCIOSA 
DON MURRAY 
LLOYD NOLAN 





Fifty outstanding motion ptetutm 
selected to entertain and bufkl 
your audience. Exciting movies 
from Seven Arts' new- of feeing oi 
•films of the 50V . . . Volume 7. 

Contact your nearest Seven Arts' 
salesman at the ofMes listed feetew 
for a complete listing of the 
SO films con tained in Volume 7. 
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ADVERTISERS 



better. In 1957 Schick, Inc. sued 
Sperry-Rand Corp. and its Reming- 
ton-Rand division for $5 million in 
damages, alleging that the compet- 
ing women's electric shaver dis- 
paraged in a Remington commer- 
cial was a Schick shaver or a model 
"exactly similar thereto." 

Claims on blades have always 
been along the lines of more, 
cleaner, closer shaves. With the 
new competition on stainless steel 
blades, however, claims will have to 
be written carefully. The word is 
out that the stainless steel, and the 
cutting for the blades, is done al- 
most exclusively by two manufac- 
turers in Sweden ( Time, 20 Sept.) 
The blades are only "stamped and 
sharpened" by the different com- 
panies. 

American Airlines recently dug 
into its biggest competitors, United 
and TWA, by using a commercial 
to clearly point out its superiority in 
numbers of fan jets. In an obvious 
rebuke, United put out a commer- 
cial stating that for many months 
their airline has been the leader in 
on-time performance, indicating 
that even though American has 



more fan jets, they do not keep as 
good a flight schedule. 

Cigarette commercials were 
strongly competitive several years 
ago, industry men claim. Rut with 
the health pressure on cigarettes 
claims arc now smooth and mild, 
but packed with very little punch. 
As an FTC spokesman put it, "Cig- 
arette ads have been reduced to 
nothing but pretty girls, waterfalls, 
and attractive hound dogs." 

Other areas where fiery product 
vs. product claims are now made on 
tv: toothpaste, detergents, hair 
preparations, skin creams, deodor- 
ants. 

The order of review or passage 
of an allegedly false or misleading 
commercial is not always the same. 
Often if an advertiser or agency 
knows it is treading on dangerous 
ground it will contact the NAB or 
the FTC for advice. If not, the net- 
works and stations are the decision- 
makers. 

The NAB tries to act more as a 
preventative organization. If the 
advertiser does not comply with the 
suggestions for change which the 
NAB makes it can do little more 



than send out the name of the of- 
fender to members in its monthly 
newsletter and state that the ad- 
vertiser has not altered the commer- 
cial so it is acceptable. The chances 
are the station would comply with 
the request, but it is still only a re- 
quest, the final decision coming 
from the stations themselves. The 
same would be true if a network did 
not approve of a commercial, how- 
ever, except in the case of o&o's 
which are more closelv controlled. 
At the NAB convention last spring 
former FCC chairman Newton 
Minow, urged a law requiring every 
broadcaster to belong to the NAB 
and that the NAB be given author- 
ity to enforce its own standards for 
commercial announcements. Minow 
said the present NAB Code repre- 
sents the thinking of responsible 
broadcasters about advertising prac- 
tices, but "it is not complied with 
and is not adequately enforced." 

Stockton Helffrich, manager of 
the New York NAB Code Office, 
noted that competition is a great 
deal stiffer now than it used to be. 
In the beginning the office was, 
opened to maintain image and good 
taste, but now "we don't do any- 
thing else but claims," he says. 

According to Helffrich a claim on 
tv can be unacceptable because if 
is not valid, the commercial is 
misleading, or presentation is in 
poor taste. He mentioned that an 
advertiser might try to stress more 
of a certain ingredient or added use 
that may not be significant at all. 
"If an advertiser claims you can hit 
ping pong balls with a product, it 
may be true, but what difference 
would it make," he says. 

Concentration is on the drug 
claims, according to the manager, 
Problems in the area of detergents, 
for example, are important, but 
compared to the seriousness of an 
erroneous statement in the drug or 
medicine area, it would be rela- 
tively unimportant. 

If the NAB hears about a mis- 
leading or false commercial from 
competitors, station, network, or 
agency it immediately calls the 
agency handling the copy, asks to 
see substantiation, and offers possi- 
bilities for acceptable copy or 
graphic material. Helffrich referred 
to himself and staff as "trouble 
shooters." The name of the party 
questioning the commercial is al- 



SUBTLE DIGS BY THE ADVER-S ARIES 

ORAL ANTISEPTICS HAIR PRODUCTS 



MICRIN 

. . . Micrin lias more germ fighting 
power than any other mouthwash. 
Why? Because Micrin kills germs 
by the millions. No other 
mouthwash kills more. And Micrin 
holds back the return of new germs 
hours longer. Longer than any 
other mouthwash. 

DRUGS 



EXCEDRIN 

. . . Even the heavily advertised 
combination-of-ingredients tablet 
merely adds caffeine to aspirin. But 
Excedrin has more quantity and 
more kinds of ingredients . . . 
Tablet for tablet, Excedrin is 50% 
stronger than aspirin for relief of 
headache pain. 

DRISTAN 

. . . When a cold hurts you can't 
think clear. Try aspirin, does it 
still hurt? All-Day capsules, still 
hurt? Only today's Dristan has this 
exact formula with the one 
decongestant most prescribed by 
doctors. 



ALBERTO VO-5 

. . . When ordinary sprays dry 
they're film looking. They dull your 
hair. But new VO-5 hair spray 
is crystal clear. 

COMMAND 

First came alcohol hair tonics. 
They dry hair. It pops up. Then 
came cream. They dry out, hair 
pops up. Now, the first hair groom 
advance in 16 years, new 
Command with natural oils. 

TOOTHPASTES 

PEPSODENT 

... All leading fluoride toothpastes 

lose active fluoride right in 

the tube. New Pepsodent Fluoride 

delivers more of what you 

buy a fluoride for . . . preferred 

by dentists two to one. 

IPANA 

. . . It's the one that kills decay 
germs best of the leading brands in 
the laboratory test. It prevents 
bad breath the whole day through. 
Even beats the best-known 
mouthwash too. 



32 



SPQNS0R/7 qctqbfr 1963 



predicts: color tv set 
volume to pass b&w in '65 



vvaxs kept secret in order to protei t 
ft ffniii undue pressure \ sm. ill tv 
station could be threatened In isin- 
ccll.itioii of a l.irii"' contract, for 
example. 

But uliat tin- N \ B or Re finds 
misleading, untrue, or dist.istelul in 
■competitive claims ui.iv not | il >< * 
with the network opinions, u Inch 
also i .111 v.irv. There h.ix e hcen in- 
st.nu es w here one or two networks 
nil! reject .1 coininerc i.d and an- 
other u ill approve it. There have 
also been instances w here the l~l C 
has not cited .1 eounuerci.il and the 
.\.\B has nhjected. But in liizht ol 
the thousands of commercials that 
are rev ievved these t ases are few 
and far hetweeii. 

Most of the time. Watson snv s, 
advertisers check with the network 
behire the commercial is made to 
prevent undue expense and w aste 
of time. The director of standards 
s.n s he often rew rites sections of 
the commercial to give the adver- 
tiser guidelines of w hat he would 
consider acceptable. 

I'ruisrs nrticurk controls 

"The networks create better con- 
trol over advertising than am other 
medium, in my opinion," says Wat- 
son. "I have yet to see am magazine 
or newspaper that lives up to such 
standards." 

All networks ask for proof of 
claims, how ever, and final approval 
is not given until the commercial is 
completed. Networks even eniplov 
doctors as advisors on medical 
claims. 1 lerbert Carlhorg, director 
of standards and practices at CBS. 
saxs he once authorized the spend- 
ing of SI ,000 just to prove a claim 
made in a commercial to the net- 
work's satisfaction. 

Althoimh some industry men 
doubt it, network execs say pressure 
is not applied through sales. All the 
standards departments report di- 
rectly to management. "Main times 
the advertisers are a miry." sax s 
Carlhorg. "but we alwav s get com- 
plete hacking from the network and 
the advertisers know- this. We find 
it s purely good business to main- 
tain high standards. In the lone run 
it pays off, even though we have 
lost some advertising because of 
strict standards. But we're just as 
commercial as the next mix in the 
long run and nobody need apolo- 
gize for trying to earn money." ^ 



Arrw i\i xi \ 1 1 1 x one 1 1 >|<>r l\ 1 e 
eeix er is now Ih 11114 soli I lor 
ev ery ten black-, md w luh sits with 
the firm < xpeet.it i< >u th.it next \ . ,»r 
the tenth .iiinix ersarv x < .11 ol < ol< >i 
the ratio w ill Be one to fix < s.ixs 
B(.\\ Sales Corp pi « -.n b ut Bax 

III) >iul W S.lXi HI lie also sees ( i >|i>r s 

retail sales volume reac lung IkVw \ 
S I -billion sales rate "sometime in 
BJbo . . . and surpassing it 

I le told the Sales I'xeeutix es ( lub 
ol \evv York last week that the < 0I01 
1 eeeiv er market vv ill .n hiev c a r< tail 
sales rati of ov er S !">() million this 
v ear. and predicted that in l')f> I it 
w ill increase to at lease S7">0 million 
" A major crossover point." s.iv s Sax- 
on. "x\ ill be reached in 1% I when 
the retail dollar volume of lU.'Ns 
eolor set sales will surpass the com- 
bined total of the remainder of our 
other home instrument business, in- 
cluding Ik\w tv, radio, stereo- A ic- 
trola phonographs, and tape cart - 
1 ic I ge recorders. 

Saxon noted that in the area of 
programing, "color programs are 
available during ~b r c of prime 
evening time — thanks to VBC and 



\B< ( BS ..t U.I 1 n 

1 hz ib< th I .iv I r m ( I t / 

Ih th I <it/li>r m I < iuloi\ w 1 n I 
in hour spec i.d List m '1)1 

' \\ 1 ii< iw know th it 111 1 I 1 I tl 1 

111 ins m irk* t I< r 1 1 lor < t ; r « < it 

I K\ W I >W IK [ III ( jl lit ■ . W >!( if 

10I111 |»ii igr. lining i\ atl.ibilitx I 1 
said It ( an Ih sal- l\ * it hull i 

tin 11 til it tilt 1 1 1.1 s liialki t (I 1 s III t 

< 01 is id < r < 1 >li 11 pi 1 • ran 111 a < n< us 
deterri i»t to I ni\ in '4 s 1 1 !or re- 
t < iv < 1 

I out Inn J on w hat h* hiuud the 
most i oiiiprein nsix < snrx . \ w < 
have < v er inad< on the snbji « t of 
eolor t\ Saxon said BC V f< md tlx 
color m t ( >w in r is ( xtr< uu K |i val 
t> > color programs 

\\ hen asked w hit It program tin v 
would xvatch — color vs I «\ w b< ing 
aired at the saiin tutu he said 
hi\\v set 1 iw in rs p< rf < rnd lion/nun 
which is in color, imr ( .nnsmt kt 
">'>' f In 30' 1 ( ol« r sit 1 <w in rs 
how « \ er. took IU >ntin ~tt S" / to S' r 
lor C.itnMiwk\ IU s.i ul tlx rem un- 
der of the KKK c didn't know which 
prom am tin v would choose, or just 
dicln t answ ( r the question 

In a comparison hetw i ( 11 7 u < u- 



KODAK TRIES ON NEW FAIR LOOK 




Eastman Kodak, which has had a photographic information cri»t< r as ihr 
focal point of its World's Fair buildings since" the ( olomhiju 1 \|»>* Ii n 
of 1S93, will continue this pohev at ■ lie 19fVJ-T>.> \esv X, ork 1 sir. \h«>s < . 
rendcrinc of air -conditioned. r.n.000-M(.-f t. p.o iliou show % cljs*-cm loscd 
area \s here teams of Kodak wiw personnel « ill mu« er question* 
and help % isilors to I he f .or obtain ss ell-cx|w*s«*d and nitrrrstinc pictiirrs 
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Here are enough 
copies for all 
your products... 



Just fill them in and mail to Blair. Tell us who you want to reach, their age, education, etc. Our Bull's Eye Marketing 
Service will dig into National Survey #1 and come up with an audience tailor-made to your needs. Find 3| 
out how well America's most influential group of radio stations, the Blair Group Plan, can work for you. fry group 
P. S. If your pen point isn't sharp enough, drop us a line. We'll send you as many big versions as you need. \J plan 

Conlacl the nearast Blair ollice New York-717 Filth Avenue. New York 22. Now York Chlcago-645 North Michigan Avanue. Chicago II. Illinois. Allanta-1375 Peachtrce SI N E A)lcnfo9. Georgia Boston -1 18 
Newbury Street Boston 16. Massachusetts. Dallas -3028 Southland Canter. Dallas t. Taxas. Detroit -Eleven Boulevard W Building. 2990 West Grend Boulevard. Detroit 2. Michigan. Los Angel*«-3480 Wilshire 
Blvd Los Angeles California Phitadelphia-1617 Pannsylvenie Blvd . Philadelphia 3. Pennsylvania. St. Louis 630 Paul Brown Bidg . St Louis I Missouri San Francisco- 1S5 Sansome St San Francisco < Cciif. 
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Old Ranger to offer 20 Mule Team model 




1 loldn model kit of famous 20 Mole Tc.ini being offered to uniMiiniri 
for a doll.ir and a Bora term launtlrv drodorant ho\ top v 1.1 '20 Mule 
Team Products promotion now under «n» . Model is heavih ,i<l\ i rl i\cd 
(>>i das time netss orl> ts , mn\ on firm's mulit slioss , "Death \ .dies I ).t\ 



mtu'tli ( 't nttinj and Mfi t thr I'rt M, 

■ ho CBS show was tin- w inner 
llimnug h\w nw ncrs. ~\2 f r to 2'Y i 

■ But w Inn color set owners voted, 
ikiiil Saxon, die gap w .is n. mowed 
ll)v their \ ote oi I V < lor (*i nttinj to 

37' i lor /'rcss. w hicli is in color. 

1 le stressed tli.it the siir\ e\ also 
included comparisons between I k\w 
.xrogiams cxclu.siv civ so as not to 
end am unfair weight to the to- 
luene e oi color prournining. 

In another area. Saxon feels that 
1 1 nia\ he "sooner than some expect " 
H'lore the weight oi color set own- 
•rslnp will help decide not only the 
' ilori/ation of a program, hut the 
\ ypc ol program as well. Also, "it 
will not he too long until we will 
uvd a new ineasur-'inent of color's 
nflnenee in the marketplace,'* he 
.aid. "Simply taking the total tv sets 
n use and measuring current color 
ct sales against them is no longer 
id accurate reflection of color tv's 
importance." 

Saxon noted that color set prices 
M*e moved downward in the past 

- I car, hut are still "a comfortable 
listance from those of b&vv rc- 

reivers . . . "and w e cannot forsee a 
I Iras tic change in this pricing con- 
' lition over the next few v ears." 
In another talk, RCA Sales Corp 
d vert isiu g - sales promotion v. p. 
iick M. Williams told the club that 
iVttfr mined and constant cam- 
J >aign to promote color has finally 
~ esnlted in the new inedimn being 
irrhk accepted by the industry and 
he bin ing public. He described the 
arinns advertising campaigns HC A 
itili/.ed over the years to promote 
qlor tv. as well as the problems 
hat had to he minimi/ed before 
he public would seriously accept 

- olor as a major new product. ^ 

N'me likes old line fine 

"he tuneful scale "C-H-K-S-T-A 
pause ) B-L-A-X-C-A" is older 
han some of the brightest voting 
realive men on Madison \v enne. 
et C\'A Co. and agency Clinton 
- Frank, w ill hreak a campaign 
he middle of this month w Inch 
uggests that it's not only fine wine 
hat's ailed, hut also fine wine coin- 
's nercials. 

rg Although the jingle's old. C\' \'s 
CP d plans represent a departure for 
* lie winery, if onlv hv extent. Com- 
> 1 'any rails it a "multi-million-dollar 
irogram for all major advertising 

J MlfOR 7 orroRtK ]\m 



media. Included are radio, tv , and 
newspaper supplements It's tin 
"first time that a premium w mm 
such as Oesta iU.inca has heen ad 
veitised in such a hroad scope, 
savs ,id director l'aul l arber. I t It 
v ision w ill get its first maj >r pi iv 
from CY\. Some 25 major markets 
are scheduled for 20-aud f><>-second 
spots from mid ( htohcr through 
next spring. It is estimated that 
broadcasting, both radio and tv 
spot, stand to pick up almost M mil- 
lion from the campaign. 

The Oesta Blania jingle is trulv 
an old soldier of singing comn>-r- 
cialdoin. Written In \I< it on (amid 
and plav eil In his or* lu stra bat k in 
the earlv dav s of World War 1 1 the 
jingle has been around the airwaves 
in varving degrees of inteiisitv ev er 
since. It was used sp.irselv during 
the 5( >\. hi I%I it was brought 
back and used in the four or fiv . 
top markets, including \< w York 
and Los \ngele»< The nptl ited v cr- 
sion which will I mm h this fall v 
national campaign was arranged hv 
Nelson Riddle 

\nother phase ol the pr<«?rati 
has heen re-designing all Oesta 
Blanca labels for the first t im< sim < 
the turn of the ceiitnn lanphasis 
also will be litavilv placed on 
Hoina s "pit tun labels" w ln« h w « r< 
introduced a v ear ae" 



Research is indirect aid, 
says Pepsi marketing boss 

"Adv crtising research uiak< s an 
important contrihnt ion to ov c r ail 
in.irke'ing hv providing a rati m. si 
basis lor advertising pi inning at 
all of its st.r_< s fr< m c«hu « pin u 
to the v .inoiis st, p\ oi t re it iv < < \ 
edition and in< dia usage S« v niour 
1 .ustt nil in. mark* t r< s< arch v p of 
Pepsj-Ctila and n t ml« r oi a \ i- 
tioiial Itidiistri.il ( i mil rem <• B- ml 
panel dist i|s>ing w av s < f "( .< 1 1 1 * m 
Maximum Ht turn f r< »n tin \th«r 
t is in ^ Dollar s.ud tint "rt st arc h 
ran Iv makes ijs t < mt nl nit ion hv the 
route of dirt t t and umtpirv <h d 
solution to prohlt ins 

1 aisterm.il> s.ud "fortnn.itelv (lu 
uvefiihit ss of .ulv t rtising rt s< ut h 
tlot s not (K p< ml < n its .ilnhtv n »\s 
t>r liter t<> achievt <l »!l ir rt turn 
iiK-asim nit ut I In rest arc h t \< t n 
tive sees , ( "uri >w inu appn i i.it i m 
of the "projx r finutuu" »>f adv«r 
tisin^ rt sear* ii and n >ted tint i « 
starch fits "un >r< < < >ml >rt il Iv mt 
the advertising pr> h t ss th m it i i < 
did 

**( t >pv w rit< t s .md artists r <r< \ 
. ru»ic (hit rt s« irt h str in J< s tl . 
talents aid nihil it tin r u s r 
tn >ii and t irp< r u in <u i„i m< < ' 
c reasuiu.lv s< t s w s |< i i m s 
doll irs i< r i ( I v i 1 1 1 1 r s r i 
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Druggist must be retailer, 
warns NBC TV sales exec 

The retail druggist — "besieged and 
beleagered as no retailer in history 
has been"— lias been urged by NBC 
TV eastern sales v.p. Max E. Buck- 
to "stop being a medicine man . . . 
start being a merchandising man." 
Buck, who came to tv after ten 
years as a chain supermarket exec, 
was a principal speaker at the re- 
cent annual convention of the Fed- 
eral Wholesale Druggists Assn. of 
the U.S. and Canada. 

Me told the 
assemblage: 
"Roll up the 
sleeves on the 
professional 
white jacket 
and put on the 
retailer's apron 
— symbolically, 
at least — and 
let's start sell- 
Buck ing. There's as 
much status in the apron as the 
white jacket — and probably more 
profit. Merchants are needed if you 
are to meet the attack of the re- 
tailers in alien fields who are gun- 
ning for business which is tradi- 
tionally yours.'" Buck suggested the 
drug retailers get "down into the 
arena with the supermarket feller 
— and out-think and out-maneuver 
him." 

The food man or the discount 
man gets a little over 2% of his 
volume from toiletries, he said, 
"and can't afford to give it more 
than 2% of his time. But it's 100% 
of your income, and calls for 100% 
of your time. Yon can work at the 
sales problems 50 times as intense- 
ly as your competitor in non-drug 
retailing," Buck told the druggists. 

] le urged them to "sell yourself 
first, then sell the toothpaste. 
Dramatize your store as the home 
of national brands. Heed the word 
— the printed word and the elec- 
tronic word — which the manufac- 
turers arc using more effectively 
every day, to persuade the ladies 
to visit your store and to spend 
their husband's hard-earned money 
with you." 

"Don't steal your grocer's prod- 
ucts," Buck said. "They'll break 
you. But do steal his ideas and his 
sales techniques. Pile the goods 
high and sell it out. Small displays 




mean small sales. Big displays — big 
sales." 

He also said manufacturers have 
to be on their toes. "Every ten 
years, two dozen names drop out 
of the listings of the top 100 Amer- 
ican companies, to he replaced by 
others. Of the leading food and 
thug brands of a dozen years ago, 
more than half have been replaced 
by competitors who out-promoted 
and outsold them. Somebody is al- 
ways coming up with a new prod- 
uct to take the place of the old ones 
which rest on their oars." 

Stores continue march 
to suburbs as sales mount 

As in other areas of contemporary 
life, the swing to surburbia is exert- 
ing a significant influence on retail- 
ing. In fact, it is keeping the retail 
industry in a constant state of flux 
as store units continue to grow 
towards the cities' outlying areas. 
This trend emerged as the most 
dynamic factor in an otherwise 
rather static picture of 1962 depart- 
ment store retailing, published to- 



day in the 1963 edition of ths 
"Departmental Merchandising afijL 
Operating Results" (MOB), by thq 
Controllers' Congress of the Nation- 
al Retail Merchants Assn. 

The MOR study is based On r©J 
ports from 717 department, special* 
ty, and branch stores with a coml 
bined sales volume of SI. 7 hiHirnJ 
It presents over 200 merchandise 
selling departments and relatff 
merchandising and performance fm 
suits. According to the figures, the 
over-all industry was strong in re- 
spect to sales, with volume climbiit§- 
28 c c over the previous year. Mf 
volume groups had gains, wrfl 
stores over $50 million leading tin . 
parade of increases with a 3.7% 
gain. Largest sales gains were if] 
branch stores, which gained 4% ibn 
volume while downtown units hel< 
even with 1961. Study conclude! 
that the branches, "by providim : 
the momentum for the gain in rel 
tail sales, illustrate graphically tbaj 
retailing is still in a state of chanf^ 
as the store units continue to gtm 
towards the suburbs." 

The departments leading in sale I 
gain in the study are small electried 



Finding right mixture for carburetor 




Checking Script for Sohio's "Giant Carburetor" commercials appearing 
in Cleveland Browns football telecasts and tv news shows in niauy Ohio 
cities arc (1-r) Fred A. Nilcs, president of Nilcs Communications Centers, 
whose Chicago .studios produced the spots; Nilcs account exec Mrs. Edith 
Klaeser; and Sal DcMarco, producer for MeCann-Marschalk, Cleveland, 
agency for Standard of Ohio. In background appears a giant model 
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ppli.uucs and television, both up 
rr'h o\cr I DO 1 , in branch units. 
u< I tv up \Y/o t and fine jewelry and 
ititches plus l r ,'a for urban units. 

Despite markou rising sliulitk to 
Ij.KT i from HS.Wh in 1»2, gross 
larniu at 3(i.I3 r e this year recorded 
minute drop from 36\20 r c the \ ear 
rcvious. This w as due, according 
) MOK, to stock shortaues and 
orkrooin costs increasing Iraetiou- 
IJy and a small retreat in cash dis- 
Buits earned. Markdowus at 
yH r r in 1962 are virtually e\en 
it li 1 0f> 1 when the percentage \\ as 
j06 r r, according to the store trends 
■utnincd in the MOK. The study 
J so points out that .stock turns 
iuve dropped considerably, with 
ores showing 3.5S r r turns in 1961. 
he stock turn rate last year was 
■ lowest turnover experienced by 
'tailing in 12 years. 
Before-tax profits climbed to 
IVc in 1962 compared to 5.09*7 
i 1961. While the earnings im- 
roveineut is small, notes MOH, it 
mtinues the upward profit cycle 
Itfpartnient stores started in 1961. 
operating expenses chalked up an- 
lller small increase, however. The 
imb from 33.dS°b to 3-1.06*7 this 
Hit was indicative of the continued 
aw but steady upward flow of 
business costs. Since 1957 expenses 
Live risen 0.S1 percentage points. 
1 ilespeople's salaries have account - 
i 1 for over half of this increase 
0.46 points), with the balance at- 
' ibntable to such factors as greater 
ivroll taxes and the result of in- 
.ition on the cost of goods and 
'fviees. 

Looking at allocation of ad ver- 
sing, the study shows the most 
inivily promoted department in the 
ore is that of the furniture and 
edding department. Although this 
opart men t generates -4.-4*7 of the 
Jt«l company volume, it spends 
Wc of the store's net total uews- 
apcr advertising outlay. This is in 
uitrast to the women's shoe de- 
i artnient which has nearly the same 
ahime contribution. t.09r. but gets 
i nly 3.2*7 of the store's advertising 
ud,get. Fashion and basement de- 
' .irttnents as a group tend to re- 
\ a proportionately larger share 
^ f the available advertising funds 
impared to their correspondini* 
i akirne contributions. The reverse 
ft uc in departments where co- 
perFntive advertising funds are a 
ictor. 




Miller Brewing names 
McDannald ad director 

Former idwi lising 111.111.114(1 Im 
Brown .md Williamson Tob.it < o 
CKde F. Mr- 
lXimiald has 
been named 
director ol ad- 
vertising with 
Miller brew- 
ing ( 'o. 1 le suc- 
ceeds Fdward 
(I. Ball, whose 
article "Adman 
Haps H a (1 i o 
Kate Ki.se" ap- Mkl>ffm«tld 
poared in the 2 September issue of 
sponsoh. McDannald has been as- 
sociated with Young and Kubieam 
in New York, and Mchlrum and 
Fewsinith in Cleveland. 

NEWSMAKERS 

Vic Howuwn to director of pub- 
lic relations and advertising for the 
southern division of Capital Com- 
pany, laud and oil development 
subsidiary of Transamcrien Corp.. 
San Francisco. 

J am us L. Ff.hcusov to product 
plans manager at Ceneral Foods. 
W. P. Bnow.v to advertising man- 
ager, W. A. Davis to associate sales 
promotion manager and Jonv Cru- 
iun to national account manager, 
sales, also at Ceneral Foods. 

Miles Kkiiok resigned as director 
of marketing for Hunt Footls & In- 
dustries. California. I lis duties will 
be assimilated by advertising, sales 
and marketing executives. 

Fow \nn F. Paiimki.kk to ad\ cr- 
tising manager of Bristol-Myers 
products division. New York. I le I 
was an account executive at 1 licks 
and Criest. 

Fh.\ est L. Wnn vKY, Jn. to mar- 
keting vice president of the foods 
division of Lever Brothers. D w in 
A. Orr to vice president and assis- 
tant to the president. 

Pim.ir L. Boxnv to director of 
marketing at Ceneral Cigar, a new 
post. Moinov C. Mkvi n to national 
sales manauer of the Ceneral Cmur 
div ision, and Hoiii.n r Lu.n \i n i> to 
national sales manager of the Fsea- 
lante division. 

Rohkrt 1'ascii to president of 
Advertisinu Writers Assn. of New 
York. He is with Onilvy, Benson & I 
Mather. 





WHY SALES CLIMB 
ALONG THE SKYLINE 

There s refreshing sales perform- 
ance in this "one-buy TV ma'- 
►ket with Food sales as large 
as the 29th metro area and 
-Drug sales that rank 26th 1 



SKYLINE 

TV NETWORK 



P O OOX S1S1 • IOAMO FALLI, IO*MO 

C * I k MCI M)llQNf A N • A coo* • O • % • » • • • » 

Cill your Hollmf bcry oil c t or Art _^ 
Moore m the North-nt 0' JOT I {&) f~\ 

KOOK Billingt KFBB C'fil F Jill KXLF Buttt 
KID tdjre Fa!!} KMVT T.in Falls 



KGFJ 

THE ONLY 24-hour 
per day contact 



THE ONLY 24 hour pes doy Ne«i 

& Com minify Event Coverage I Wjf® 
Services ond ©vMide reporicri found - 
the <(o<k 



WINNER o' more A^or^s for Service 
to o Negro Co«irawntfy thon on y 
Station in the Notion 

AGAIN »►>«■ TOP »*Tf.O STATION 
in the I A Negro Mo'kct' fvht I A 
Negro Audience June July 1963 
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PEOPLE- PAIRED . . . person-to-person radio pro- 
grammed for people . . . close-knit to the community, 
and "in-step" with its advertisers. A paee-setter in 
the SWANCO group, because it's "people-paired." 
KLEO "wears well" in the Wichita area — people 
who listen, like it , . . people who buy it, love it! 




* 
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KLEO 

is 

PEOPLE- PAI RED 



I'LL BE DARNED 




KRMG 



TllLSA OKLAHOMA 



KIOA 

DCS MOINES, IOW A 



KQEO 



A LHUOUEHOUC N , 



KLEO 



WICHITA KANSAS 



• / east man & co., inc. 
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AGENCIES 

Radio research "costs" quips 
disgruntled agency distaffer 



01 nev »t git wnnthin lor within, 
sums up the sentiment of I Hid red 
landers, perhaps the most out - 
.poken agencv woman in the West. 
Dauntless Hill)," as she calls her- 
t, is a vice president of Honig- 
'ooper and I larrinnton, Los An- 
gles, and she took a svv ipo at radio's 
cticcnce with research iiinncv in a 
eeent speech to the Southern Cali- 
oruia Broadcasters Assn. 

Aeknow lodging the generally ac- 
epted need for standardized re- 
earch in the industry, Mrs. Sanders 
luted "It lias always struck me as a 
|ueer fact that a station owner will 
ladly spend a hundred dollars to 
lev elop his own idea on coverage, 
i-irt will yell at a $10 assessment to 
rieasure him in the same manner 
s his competitor." She criticized 
hat in spite of the wide-spread 
Lied for such research, many sta- 
j ion men are now balking at RAB's 
present plan of devoting some 
£00,000 to an industry research pro- 
Set. Opponents of this plan include 
i ven the former head of the HAB, 
Lev in Sweeney, now president of 
GLM, Los Angeles. Mrs. S.inders 
notes him as sa\ ing the plan is 
ther "one of the more naive in 
iAB's history, or one of the most 
|» nical. because there is historical 
vidence that the 'major research 
roject' rarely yets hack in dollars 
I advertising sales the dollars that 
costs." 

Today's advertising agencies must 
erforni myriad functions for clients 
>r the same commission culled 
hen the agency's joh was limited 
I creating ads and placing them, 
nd, said Mrs. Sanders, rarely does 
ie agency "get back in dollars of 
livertising sales the dollars that it 
ists." Increased services are per- 
rnied because there is a need for 
•em, she observed. "Are we to bc- 
rve that you men support the HAB 
hlr to have even' dollar of \ our 
ipport come back in direct sales? 
wr isn't the main reason for HAB 
iid SCBA ven - exist a nee the dc- 
dopment of usefid information to 
romote not only new but con- 
nuetl use of radio to the benefit of 
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the eoiniiiiiiutv . the ad\ ertis< r the 
agene), and the station \re acker- 
tisers and a gencies to believe that 
the entire radio industry truK re- 
gards $200,000 as ,i huge researc h 
project 3 " 

The onk thing that u ill help 
radio's rating problem, coneludi d 
Mrs. Sanders, is "wholehearted sup- 
port of the assoc iations v on h.i\ e 
developed and established to 
handle matters just like these. Such 
support (ant rune from words 
alone — it u ill take inonev ^ 

'Soft, soft sell' ads 
pushed hard ot RAB meet 

Admen on H.idio Advertising Bu- 
reau's Management Conference 
platform last week uav e advice 
ram: inn from "see an anahst" to a 
prescription for winning fat agencv 
accounts with a soft-sell technique, 
part of which is- a no-sell radio 
show. 



1 lal 1 1 I hnilw l pr» )d< ill < I 
\\ ade \<h ert ism ' ( I « i t< Id 
the i < >itf< n in > lit th it ' itv 1 1 I 
agem v put its iiislilntK ii I d I 
gi t « h< re iu< r«- th.iii half I i 
h\lhn"\ art hi hriniih ti t — u \(h 
a show, that 1ms in i 1 1 iiniii< r< ' d 
hut d< h s its w < >t k I ( r \\ ad< l« {< t> 
it s ever <>n tin* air It *< ts tl « 
agent \ ntl< > < \< i sitiv e ofln < of 
l)lne-< hip liiisini sMiii n m t < i v h u < d 
< It the sli »w 

The aU< id v man w In » would si ml 
radio to a diaiinost k tan is \S .dti i 
( ailld preside lit of ( .uilfl, B.IS( III 
i\ Bonfigh San 1 r.iiK isc o Hadio 
is far from dead," he said at tin 
H \B inn ting m I'alo \lto Calif 
While acknowledging radios vol- 
ume sales pow t r, Ciulcl still thinks 
radio has amnesia It has forgotU h 
its manic Hddio needs an anahst 
Hadio's magic is worth analv /inu " 
Radio w as si< k when tv w as new 
and has made a remarkable re- 
cover) but not a comeback to "tin 
romping, stomping, rambunctious 
medium it w as." ( "anld believes. 

In Chicago, Thurbors .icon lit of 
his agencv s radio show was part 
of plea for more "soft, sell . . . Mak- 
ing frit nds is the first step in 
making a sale, and v on don't make 
friends In shout ine, at jHople," 



A LION FOR CALGON BOUQUET 




Robert I*. \i'«umur r, ach crtiMiic mgr. for ( algon Corp.. accrplt 
Venice Film Festival's (•rami Prix Lion of St. Mark award for outajiid- 
ing tv film r«Minm>reial of \ rar in iiileni.iljon.il roHtprHltnn. \« ard, civ on 
for Calcon Until fuel's "T.diiti.m I'ool" cotnmcrt ial, is presented h\ Art 
Hons (center), \ .p. -t» /radio creative dim tor. ami W ill tarn Fennel, senior 
v.p., holh of Ketcliinii, Mai Leod Ar (.rov e. accno which prepared the ad 
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Thurber believes. He criticized col- 
leagues for becoming "a profession 
of ambulance chasers," making new 
business a god rather than adver- 
tising creativity. As evidence that 
the technique works, Thurber 
offered his company's new Falstaff 
Brewing Pacific account, won last 
month after months of work on a 
presentation that was "soft sell all 
the way." 

Wade's radio show was devised 
to meet the problem of an establish- 
ed agency that found its growth 
virtually limited to the growth of 
its clients. Although businessmen 
knew about clients Wade adver- 
tised, thev didn't know about 
Wade. 

Starting with a weekly half-hour 
on tv last season, the agency 
switched to daily radio this year. 
The new show, Business Day, is a 
five-minute financial summary Mon- 
day-Friday on WBBM, Chicago, 
offering market news, leading stock 
activity, a one-minute interview 
with a president or board chairman 
about his business and 30-60 sec- 
onds by a Wade executive on some 
phase of marketing. The company 
portion offers "nothing about our 
facilities, or personnel, or other 
usual agency cliches. Who are we 
trying to kid? No one. By the time 
we get through taping that presi- 
dent or board chairman's five com- 
ments, to run for one week, we 
have gotten to know him, and a lot 
about his business. That was our 
commerical." 

The Wade show is supported by 
mailings from a brokerage house 
where it emanates and by financial- 
page advertising in newspapers, 
plus press party to announce the 
show when it began. 

At RAB's Palo Alto conference, 
Guild suggested an analytical ap- 
proach using research or program- 
ing to help radio compete with 
other media by defining radio's 
peculiar "magic." "Radio still is the 
only medium that has the proven 
power to consistently and depend- 
ably make millions of people laugh, 
cry, love, and hate . . . The trouble 
with radio's magie is not that is has 
lost its pizzaz, but that nobody has 
bothered to figure out just what the 
gimmick is," Guild feels. 

As an alternative to remedial re- 
search for radio, Guild suggests 
hiring top talent to create a sound 

<10 



comedy show and put it on the 
air in prime time. "If a serious in- 
vestment is made in fine talent, and 
this fine talent is given the assign- 
ment of originating the world's 
finest entertainment, with radio as 
the medium, I predict that this fine 
talent will succeed in analyzing the 
power of radio," he concluded. 

Armchair shoppers posing 
new ad industry challenge 

The revolution in mass marketing 
which has resulted in giant retail 
complexes for "one-stop shopping," 
is creating its own counter revolts, 
charges the October edition of 
Grey Advertising's Grey Matter. 
Armies of insurgent consumers are 
rebelling against being pushed into 
crowds, standing in line, self-serv- 
ice, suburban traffic jams, and thin 
assortments. The result: an increas- 
ing segment of the growing popula- 
tion is doing an increasing part of 
its shopping through the mail, 
phone, or at home. This says Grey, 
is bound to affect the advertising, 
merchandising, and all-over mar- 
keting plans of consumer goods 




lce-0-Derm in national tv 

Colfax division of Shulton, via Kastor, 
Hilton, Chcslcy, Clifford & Athcrton, lias 
begun nine-week network and spot tv 
push for medicated astringent, Icc-O- 
Dcrm, following successful regional test. 
Web buy includes participations in day- 
time shows on AUG and CBS — "Pete 
and Gladys," "Mike Wallace," "I Love 
Lucy," "Real McCoys," "Price Is Right," 
and "Trailmaster" — and spot buy is for 
an additional five to 21 announcements fo 
"heavy up" major markets 



manufacturers of the nation. 

Foremost among the new Forms 
of distribution sought out by the 
frustrated consumers is the cata- 
log, says Gwy%il alter; not only mail; 
order but also as a form of in-stori 
selling. The full line of stores being 
opened by Sears, Ward, and new 
Penney, will give the catalog desks 
prominent places in the store 
and "often look to these desks 
for higher percentage of sales in- 
creases than from the store as m 
whole." Such desks are also making 
inroads into discount chains, vari- 
ety chains, supermarkets, and 4M 
partment stores. Despite general 
opinions that catalog selling is "a 
mere dot on the retail picture^ 
Grey Matter points that it prqclucei 
over $1 billion of Sears' 1960 sales. 
And it's not strictly a rural business. 
Sears Roebuck does more catalog 
business on the telephone in Chica« 
go, New York, and Lps Angelel 
than it does in 47 of the 50 states;; 
more in Boston than in the entire 
state of Vermont. 

The trend to in-home shopping 
has tremendous implications fta 
television advertising. "As color 9 
penetrates into the mass market/' 
the agency reports, "it is conceiv- 
able that some day direct ordering, 
by phone right from the picture 
projected on the screen will loom 
large as a consumer buying pattern, 
The possibilities tax imagination,, 
And what an impact this will haitii 
on pre-selling through advertising.* 

Though some advertised brand? 
find their way into catalogs, the 
major emphasis is on private 
brands. However, Grey Matter con ; 
jectures, advertisers will not long bt 
content to stay cut out of this irrji 
portant and lucrative market 
Strong brands will find in majj| 
catalogs a haven from price cuttins| 
and the pressure of discount houses J 
cost of selling to catalog houses ll 
less because buying is usually dotf! 
at a central point; no promotional 
allowances, no competition f@l 
shelf position or store display, nl 
incentive deals for retailers aJM| 
salesmen, etc. are all opportuiritic 1 
for business. "The consumer counij 
er revolution is a challenge to a 1 
makers of advertised brands btl 
cause strong advertised braisM 
should have a decided ad van tag I 
over unknown brands in catalog 
and mail order selling," conclude 1 
Gvey Matter. f 

SPaNSOR/7 octorfr !!■ 



*1 



Gardner, 3 others link up 

to form Milan - based agency 



Alfih.itions between American ad 
vertisiug agencies ami agencies in 
other countries is now old h.it. 
1 low e\ cr, last week .1 new concept 
in international advertising was in- 
troduced vv lien four agencies, re- 
presenting four dillereiit nations, 
announced thev had joiuth created, 
and would joiuth operate, a new 
Italian agencv . 

Cardner Adv., St. Louis; its Lon- 
don alfiliate. Butler i\ Gardner, Pub- 
licis of I'aris, and ST IP (Studio 
Teenieo Itali.mo I'ubblieita ) of 
Milan, announced theii joint ven- 
ture w ill begin operation early next 
\ear in Milan. 

The agreement calls lor the li- 
quidation (if ST I \\ w hicli was 
founded in 1952, and the creation 
fl new corporation to he known 
m I'ublicis, (Gardner, butler c Slip 
SpA. 

The 1nulti-nati011.1l, multi-lingual 
hoard of directors of the new multi- 
naine agency will consist of Claude 
Marcus, managing director of Pub- 
licis; Pilippo Theodoli. v. p. and ac- 
count supervisor of Gardner; John 
H. beach, v.p. and director of Gard- 
ner; Gordon G. Shclton. vice chair- 
man of Butler & Gardner; and W'al- 
fer Kolli and Alheiico Lalatia, co- 
owners of ST1P. Gardner will be at 
the helm of this committee of op- 
erators, with Theodoli serving as 
|f)resident and mnnnging director 
of the board of the new agencv. 

The joint venture will enable the 
\111eriean. British and French 
pfrneies to service their present 
clients in Italy, and will "permit 
in aggressive unified program of 
new business development." 

Gardner's domestic hillings total- 
led more than $50 million in 1962. 
eJjmtlei- & Gardner billed over $3 
ij [pillion. Publicis, one of the largest 
agencies in France, reports annual 
Millings of over $20 million, or 
lhout -1? of total French advertis- 
ing expenditures. STIP in the past 
i<vvo years tripled its billings to 
■51.25 million. 

Gardner, which now has approxi- 
mately 11 clients enuaged in inter- 
national business, will, for the first 
.hue, have the facilities to service 
J hem in Italy. The agency reports 
t has already experimented with 
v commercial production in France, 



and sees "110 reason w h\ the same 
cannot be done in I tab . It w is 
noted there are some .?()<) UK) u 
tors available there lor (omnunial 
roles. 

M 1I.111, according to ( h.u les II. 
('Liggett, president and chairman 
ol (Earthier, is "\ irgin territory " lor 

legitimate' atk ertising agencies. 

\n orgaiii/atiou similar to I he 
V, S.'s t \ is in operation there, and 
has been asking lor help in the 
form ol "know-how, w hit h Gard- 
ner hopes to provide. 

Falstaff Pacific to Wade 

Wade Advertising, Los Angeles, has 
been selected from four west coast 
agencies to handle Falstaff Brew- 
ings Pacific division, consisting of 
three states. All agencies under 
consideration made presentations 
at the brew ing linn's national 
headquarters in St. Louis. 

The rest of the v ear w ill be used 
as a period ol transition, according 
to a spokesman Iroin the firm I hir- 
ing the remaining months ol '03 the 
agencv - w ill prepare a "bold and in- 
novation. il approach" to beer ad- 
vertising for the division. 

Dancer - Fitzgerald - Sample will 
continue as the company s national 
agency, handling the other 27 
states. 

NEWS NOTES 

CAW gets Aero Shave: Bovle-Mid- 
vvav div ision of American Home 
Products moved its \ero Shav c 
shaving cream to Cimniimham <\* 
Walsh, New York. The agency also 
handles the advertising lor several 
other Bov le-Midvvav products, in- 
cluding Dri-Brite Floor Care. Fas\ - 
On Sprav Starch, \\ oubte Cold 
Water Wash, and \\ i/ard Room 
Deodorizers. Some other account 
switches include Packard-Bell of 
Los Angeles, leaving Hobinson & 
I laves after a 1 1-year relationship. 
It has awarded its $.">.>< ),0W account 
to (.'arson/ Huberts of that ( ity. Ra- 
dio and tv spots are expected to 
continue as part of the client's 
multi-media ad strategy. The Dale 
W. Roe Agency of San Francisco 
named to handle advertising for the 
S >() million, I Ivac re real estate de- 
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velopment in the Lake Tahoc, Cal. 
area. Alcoa Residences, an affiliate 
of Aluminum Co. of America, ap- 
pointed Cole Fischer & Rogow to 
handle the advertising for three 
Manhattan residential communi- 
ties, Kips Bay Plaza, Lincoln Tow- 
ers, and Park West Village. 

Quarter-century mark: The 25-year 
association between Pure Oil Co. 
and Leo Burnett Co., was cele- 
brated at a luncheon 25 September 
attended by 22 officials of the two 
firms. Burnett's total billings in 
193S, when Pure Oil joined its 
client roster, were $1.3 million. To- 
day the agency bills more than $150 
million. The 28-year-old agency has 




Agencies are constantly discovering 
new ways to beat rising costs of 
talent used in television commer- 
cials. This latest effort, although not 
novel, has one actor — Bill Britton 
— playing all these dedicated char- 
acters in a new La Rosa musical tv 
commercial conceived by I licks & 
Creist. From the top, they are The 
Sauce Fan, The Sauce Fiend, The 
Sauce* Fanatic, and The Sauce Af- 
ficinado. W hy are they so excited? 
They have just discovered La 
Rosa's "Super sauce holding maca- 
roni shapes" that hold more Italian 



already celebrated the quarter-cen- 
tury mark with three other ac- 
counts: The Hoover Co., Green 
Giant, and Brown Shoe Co. 

Dallas frms merge: Jack Wyatt Co. 
and Wright, Allen & Ryan have 
consolidated under the name of 
Wyatt, Allen & Ryan with more 
than 50' clients. Wyatt is president 
of the new company and Bill A. 
Dunagan is' executive vice presi- 
dent. Home offices will be 1900 Life 
Bldg., present headquarters of Jack 
Wyatt Co. 

Merger in Salt Lake City: Hoggan/ 
Hall and Ray Higgins Advertising 
have consolidated under the name 




sauce, says Hicks 6; Creist. This 
commercial and 12 others form a 
saturation spot tv campaign consist- 
ing of minutes, 20"s, and 10's being 
aired 50 to 60 times a week in 13 
major markets. To run for 26 weeks, 
the campaign is now in such mar- 
kets as New York City, Philadel- 
phia, Boston, Chicago, and Los An- 
geles. Original musical background 
for the commercials was written 
bv Mark Brown Assoc. with lyrics 
by Hicks it Creist. The On-Film 
Company of Princeton, X. J., was 
the producer. 



of Hoggan/Hall/Higgins with of-j 
fiees at 116 S. 5th East. Principals 
include Ned Hoggan, who will head 
the new agency and who is a veter- 
an of 24 years in advertising woiik 
there; Nelson W. Hall, Hoggan*! 
partner, and Ray Higgins, who was 
with several Salt Lake City agen- 
cies before opening his own shop. 



NEWSMAKERS 



Charles G. Torosian and Ron- 
ald F. Sandilands to art directory 
with Needham, Louis and Brorby in 
Chicago. Robert F. Nelson ■ 
writer and Joilx W. Murphey as g 
tv-radio producer. 

John Monsarrat to the board of 
directors of J. Walter Thompson, 
Elected to vice presidents are Do.\*- 1 
aldsox B. Thorburx, Rudyard C. 
McKkk, Stever Aubrey, Donald^ 
B. Armstrong and William H ( 
Hylax in New York; Alexander 
H. Gunn III and Clarence S. LujoJ 
of Chicago; and Franklyx R. 
Thomas of Detroit. 

Paul J. Betz and Richard £ 
Owen to vice presidents of Mel- 
drum and Fewsmith, Cleveland. 

Charles Piccirillo to art di-i 
rector of Papert, Koenig, Lois, New 
York. He has been with Doyle Danf 
Bernbach. 

John T. Allison to vice president, 
account executive of ChisholrflJ 
Bauer & Neil. He was Latin Amer- 
ican sales manager of IntcrnatioHiu 
Media Guide. 

Ernest J. Hodges to niarketin| 
advisor to the Department of State] 
for the Central American Commoi 
Market. He was senior vice prssli 
dent and a director of Guild, B&s 
com & Bonfigli, San Francisco. 

Lawrence Butner and Lpisi 
Pelizon to vice presidents of Alber 
Frank-Gucnthcr Law. 

Henry Sciiaciite to J. Walla 
Thompson as part of the maii3» 
ment group and executive clftifl 
man of review boards. He was wftlj 
Unilever Limited in London in th 
marketing division. 

Harold H. Marqius to genera 
manager of Hoefer, Dictcrich % 
Brown, San Francisco, 

William T. Adams to copy grott 
head of McCann-Frickson, Los Ar 
geles. He was copy chief for ,] 
Walter Thompson in New York* 



La Rosa goes one for four 
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peep into viewer diaries 

[Loud commercials annoy; program choices vary 



imrir traditionally confide a 
great drill to their diaries. In tv, 
f's nint'h the Sitmi' with viewer 
llaries wliieli form p.irt of the in- 
histry's systems of audience mon- 
lirenient. Viewers saV n great deal 
ibout tv in them, and you'll find all 
i hades of opinion, as witness: 

"Programs arc very poor. Some 
mult our intelligence. I icant to 
now what happened to the good 
nighttime shows that helped im- 
prove our knowledge." 

I was a teacher for many years. 
Vmcc my retirement I've enjoyed 
he tv so very much. It has been in- 
tmctivc as well as a pleasant pas- 
•ime." 

Two neople, with two opposing 
jewpoints, expressing them freely 
1 i)d without bins. 

It's quite revealing to examine a 
•fewer tv diary, sueh as those of 
MB, particularly one in which a 
nember of the family has taken 
ime to offer his remarks on the back 
wge titled Comments and Suggcs- 
ons. 

Some of the remarks are pretty 
mich to the point: 
"Commercials are much too 
ud. ° 

"We enjoy situation comedy pro- 
grams mostly." 

"More sports arc needed." 

"We arc all very pleased with tv." 

Others are longer and more in- 
ched: 

"1 do not like the obnoxious 
(hunting hard-sell commercials used 
■ most programs. It seems as 
piou^h the sponsors think they are 
kklressing a nation of idiots, and 
he only way to sell their product 
s to shout its name over and over 
gain. Why can t they take a lesson 
.ram the 'Jack Benny' program? 
rherc are several products I will 
ibsohitely not buy because I figure 
hat if they require such a hard sell 
hey are in some way inferior to 
'tlier similar products." 
Or: 

"I get sick and tired of people 
vho write articles . . . and say that 
iewcirs who watch certain pro- 
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Television Utopia via swivel-chair is the solution to the back-to-back program problem 



grams are dumb, not educated, etc. 
I am a young mother with two small 
children. After a hard day I find 
it a pleasure to sit down and see 
Gladys get her linger caught in a 
bowling ball, or Andy kiss his girl 
while Barney looks on, or any other 
show which takes away the thought 
of Cuba, Russia, bills, war, and in 
general unpleasant things. I was 
educated and highly trained in the 
music world. I love musical shows 
and also drama, but on the other 
hand, I'm not stupid because I love 
comedy. Also. I get very a nun 
when two good shows are opposite 
each other. I understand that this 
is done to try to beat each other 
out, hut think of the \ iewer who 
wants to see them both. 

Then, of course, there's alw a \ s 
the youngster who gets the final 
say before the diary is dropped into 
the corner mail-box; 

"I would like to sir some '1 om 
Neal picture rerun one is Tom Ne.il 
in The Red desert where he shoot 
a nake and one is look like the hole 



world is falling in one hun and he n 
in a little boat in the water and the 
water is full of crocodile I don't no 
the of it but it is a wonderful pic- 
ture I would like to see it some time 
and he have other desert picture 
please run some of them to and a 
nother picture The trip to Stars I 
cant see Church picture on Suiulav 
be cause I no to schnrch Sundav 
morning and when I get back the\ 
are off so thank \ou a lots." 

And fiualh , there is the \ lew i r 
who has the whole solution to tin 
problem of commercials right at 
her fingertips. 

She suggests "that three-fourth «■ 
of the monev spent on producing 
commercials { not the programs 
he channeled into go\ eminent 
projects such as a cultural center 
unetnphn inent relief, reducing per- 
sonal income taxes, and alu liti<<*i 
of luxiirv taxes on tosnu tics en 
tertaiiuut nt. )c\\ elrv. uatilus and 
leather goods, thus d< uiZ im.nl 
more muni than Mipjfc rtmz t h r 
tising agencies we i mid ut 1 1 



L 



without or at a minimum." 

There's a great deal of repetition 
in many of the eomments, whieh 
leads one to helieve that many 
people hold the same viewpoints. 
For instance, worded a little differ- 
ently, here is another remark simi- 
lar to one previously cited: 

"The shouting, screaming com- 
mercials that are so much louder 
than the program to whieh I am 
listening force me to get up and 
lower the sound. Sinee I'm up any- 
way, I just turn the set oft. I think 
amusing commercials — in line with 
type of program heing presented — 
could put tv baek on the map with 
me — for example, Jaek Benny's 
program and commercials." 

An Atlanta housewife adds that 
"most programs are a complete 
waste of time, in my opinion. Com- 
mercials arc more than a waste of 
time. They are at best silly, ehildish, 
and too long. At worst they can be 
thoroughly obnoxious and some- 
times offensive. I resort to the only 
recourse I have and refuse to buy 
the produets advertised, no matter 
how gocxl they are. On the other 
hand, several years ago, Snowdrift 
had such an effective short eommer- 
eial that in sheer gratitude I 
promptly went out and bought a 
can." 

Another viewer in a southwestern 
state complains that "background 
music (so-called) is raneons, nineh 
too loud, and thoroughly annoying. 
One station, on Wednesdav the 



fourteenth, in one -half-hour pro- 
gram ran ten ads. This station is 
K— , but all three of the stations 
do it constantly. I, for one, will not 
buy any of the products whieh are 
advertised excessively and nauseat- 
ingly. As a matter of faet, I turn 
the sound completely off most of 
the ads. We watched a great num- 
ber of these programs (referring to 
programs entered in diary) in lieu 
of better ones. We prefer travel, 
debates, world news, but who can 
get it?" 

Carrying this idea a step further 
is this Illinois viewer who suggests 
that ARB "run a survey on pro- 
grams liked rather than watched. 
We find ourselves watching what 
is on although we don't care for 
that type of program." 

Then, there's the North Carolin- 
ian who says, "Some of the pro- 
grams viewed were selected be- 
cause they were the better of those 
presented. However, these were not 
particularly good." 

A lady from Wichita, bored with 
the whole idea of watching televi- 
sion, writes, "Just beeause we wateh 
shows, that does not mean we think 
they are good tv shows. Tv has be- 
come an unemotional way to pass 
time. Tv holds our attention and 
does nothing but make eiite sounds 
and (lash scenes at us. The commer- 
cials have more information than 
the programs. In other words, tv 
is just a lousy way to pass time 
and we always seem sorry the time 



has been wasted, but with our 
large investment in the color setj i 
and our tv habit, we are hooked" 
Someone always has an easier 
answer to the problem of raueois 
commercials than physically getting 
up and turning down the volumes, 
For instance, a New Jersey viewer 
says : 

"To us, if the commercial presen- j 
tation were cut in half in most coiim 
mereials, it would be more pleasing 

to the public. D and A— 

should change their picture and 
'line of sale' more often. We have a 
"Blahber Mouth" on our set (a de- 
vice whieh euts out the sound but) 
not the picture)." 

Some people just naturally re- 
fuse to be pushed around, too. In- 
dignantly, a lady from Knoxvilk 
writes, "I don't appreciate the . , I 
peanut butter commercial in which 
children are told to 'send yoiuj 
Mom to the store' . . . My ehildrei 
don't give me orders!" 

How prevalent are viewers' com 
incuts, and are they all negative! 
Of 1000 diaries ehosen at randon 
from different sections of the coun 
try, 39.57 contained one or mow 
comments, while 60.57 contains 
no comments whatsoever. If the ok 
adage is true that people rarely ex I 
press an opinion until something 
doesn't strike their fancy, then per] 
haps the majority of people in thi j 
sample are satisfied with the statu, 
quo of tv. This, however, is onl" 
offered as a hypothesis and not 
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Conclusion. Tin- real purpose of this 
article is to present some of the 
many ideas which the American 
viewing pnhlic points out in an 
off-hand, straight-from-thc-shoulder 
fashion . . . many of which undoubt- 
Tktlh hold a great deal of virtue. 

While the majority of the com- 
jinents probably earn' a negative* 
[connotation, there are some which 
praise television endlessly: 

"I hope by keeping this dairy, it 
prill enlighten you as it has me. It 
has made us realize just how much 
Entertainment we derive from it. 
Very seldom have we ever had a 
program on that would be consid- 
ered offensive. But then, there is a 
dial to turn if that should happen. 
[The television industry is to be 
commended for its censorship. 
Movies or shows in our theaters are 
very lax in censorship anymore. 
That's another reason for our en- 
joyment of television. Thank you 
for letting us participate in your 
(Census." 

"The TV set is one of the most 
(used and important articles in our 
•home. If it gets out of working or- 
der it is fixed at once, the same as 
<he washer, stove, or refrigerator." 

"TV is definitely our major form 
of entertainment, and we are ever 
so grateful for the variety of pro- 
grams available that are usually 
Miitahle for several members of our 
family. I believe the prot;rams we 
enjoy the most are the full-length 
feature movies, and we would like 



to see more and better ino\ ies re- 
leased for TV. The news medium is 
outstanding and always the high- 
light in our day." 

Perhaps the most realistic com- 
ment comes from this viewer who 
has learned to accept the bad with 
the good : 

"Television has possibly the great- 
est potential of any information and 
entertainment medium, but it can 
never realize this potential fifteen to 
eighteen hours a day, seven days a 
week. I think probably one or two 
programs a month justify all the 
time I spend watching our set. To 
me it is inevitable that any regular- 
ly scheduled program will finally 
reach mediocrity. I have no solution 
for this situation, but the *ho\* does 
have its moments and they are not 
to be minimized. This past week, 
the NBC Opera provided such a 
moment and reaffirmed, by pleasing 
me. my faith in TV's exciting 
future." 

Another slightly wanner-tempered 
diary-keeper can't quite go along 
w ith the philosophy of the nets. 
She says that "it is hiconceh able 
that corny, w armed -o\ er junk like 
(program names), to cite ouK two 
can remain on the air w hen a real 
istic. refreshingly different, but be- 
lievable human program like 'It's \ 
Man's World' has to be discontin- 
ued I understand this is due to 
competition from other network 
shows Couldn't this excellent pro- 
gram be niven a chance to pro\ e 



itself in a different time period 
where the competition is not so w ell 
established? The reason the panel 
shows draw audiences is that thes 
too, olfer more w armed -o\er stories 
and jokes that have been w ,iu lied 
since the beginning of TV When 
something different is offered, it 
seems silly not to give it a fair 
chance. 

And the seript w riter's attempt to 
portray life as he thinks it "re.dlv is" 
very often receives a comment like 
this one from Albuquerque: 

"The social defeneration makes 
many programs a waste of time 
Why do the heroes ha\e to spend 
three-fourths of their time in bars 
and with uirls of questionable mor 
als? The real henx-s and lieronn s 
that our c luldren should ape are not 
this ty pe. More programs with high- 
er standards and morals would lie 
appreciated " 

Follow iny the same trend • I 
thought, this S\ raeust housewife 
w rites . 

"Isn't there a possihiht\ of putting 
on any adult or semi-adult proej-.m 
w it In ml the aid of a drink as a prop " 
It r< alb isn't a help to the \ outh < I 
\merica What vomit* jx « pit <>< 
along these Inns, tlx \ tak< t i !* 
the real w a\ ol hit and add to tl • 
population <>f Skid How \\ 1 \ tan 
people realK grow up and see t! « 
drinking pr< hl< m for what it r« d 
is"" 

Of course, tin re are tln>s< t 
w ho li.n e their sugge stu ns ■ u | 
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Soap operation. Many diaries stress the advisability of cleaningup profanity on shows 



to program the local station: 

"Please remove Dragnet and re- 
place it with Top Cat. The whole 
family loves Top Cat and we do 
not like Dragnet." 

"If children's shows came on from 
5 to 7, then they would he finished 
with studying. Most people have 
supper hour from 6 to 7, so if the 
weather and news came on immedi- 
ately at 7 to 7:30 more programs 
would be viewed." 

Perhaps there's no political bias 
intended, but there's one young 
mother who declares that "wo see 
entirely too much of President Ken- 
nedy. The kids wait all day for their 
cartoons and are so disappointed 
when they aren't on." 

And, how about the Syracuse 
viewer who doesn't like "To Tell 
The Truth" because "they don't all 
through the program and at the end 
finally do." 

Some of the complaints deal with 
unappetizing commercials: 

"We are very sick and tired ol 
seeing things such as underarm de- 
odorants and laxatives. We snack 
while viewing and sometimes these 
commercials are very sickening." 

"I suggest if the big companies 
wish to sell their products that they 
make their ads more pleasant to 
look at. 1 have reference to the 



bathroom, sink, etc. These ads 
would make anyone sick." 

At times, the "one station" market 
gets kicked in the pants: 

"A tax supported community an- 
tenna would be wonderful. W 

needs some competition to make it 
improve. The diet is too limited. 
Really good shows (historical, 
educational, informative, current 
events, etc.) are often on at a time 
when children are unable to watch, 
but the time-filling 'junk' is always 
on when they can watch." 

In the area of "poor taste," here 
is one housewife's opinion of dram- 
atic shows: 

"1 do not like profanity and I 
never hear it in my home. It annoys 
me when it suddenly comes from 
the TV. It seems lately that in every 
dramatic show, one of the actors 
has a profane line even if it has to 
be dragged in by the heels, so to 
speak. Most people are able to get 
the point, I believe, without the 
author resorting to objectionable 
language." 

Another feels that "during the 
hours when children are awake . . . 
careful consideration should be 
made as to what goes on any chan- 
nel." 

A third says that "if a play must 
have a torrid love scene, one should 



know from the listing in advance! 
When one is watching TV wifnH 
15-year old, and this SQrt of thijigi 
comes from the screen, it is vgfli 
embarrassing'.' Station WNYS (J|l 
raeuse) shows on the screen its re- 
commendation, if for adult vie\virM 
only. This we appreciate." 

The majority of negative com? 
ments probably are in the area of 
commercials. Here, along with tho^il 
already cited, are typical remark* 

"Commercials as such are my pa 
peeve. I know they are necessary, 
but can't they be true to life and « 
little less sickening?" 

"My one Complaint is die sail 
as everyone's. There are too ma 
commercials. I understand the nip 
essity of commercials, but I iam 
during a half-hour program, for itt»| 
stance, four of five commercials an 
ridiculous. If ever an answer to tftm 
problem comes up, I am sure tbgj 
American public will act on it." 

"I feel that commercials could be* 
improved. They seem to be aiiiS.il 
at the stone-deaf. They also se@M 
to assume that all viewers are im» 
beciles — very insulting to one's in 
telligence." 

"Commercials should be aimed ft 
mature adults and not at morons^* 

'We get especially burned up. 
when the stations raise the volutin 
during commercials. They mull] 
think everyone is deaf." 

The following comment, how^ 
ever, would probably get first-prizt | 
— if prizes were offered. It comer 
from a proper Bostonian who dm 
clares that "if the advertising peopkj 
are trying to reach children of pre-l 
school age, they are doing a magni^j 
ficent job. Monday, our youngeHj 
girl fell and started to cry. As | 
picked her up to comfort her a com-j 
mereial came on. She immediately 
stopped crying and sat transfixec 
until it was over, then resumec 
crying." 

In summary, plenty of peopli 
have plenty to say about TV. MalM 
opinions are undoubtedly format] 
after reading arguments of othefl 
in the free press, others are fomnad| 
from quiet observation. Some ha\l 
no opinions whatsoever — or at lead 
they're not expressed. 

Still others are concerned orm 
with the problems of the moment- 
like the irate viewer who remarkej! 
just prior to mailing her dian 
"You can use a better glue on tin I 
fla|i." * 
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often i rig drink market 



ff» r niUNKS in the dietary loud 
field aro shaping into a Sat in.tr- 
et and a fierce* field of competition, 
bottlers and "eaiiners" are flocking 
vfo the field, hrinising new millions 
f broadcast ammo with them as 
hey fiqht for a national dollar po- 
tential estimated variously from 20 
o 2(X) million dollars. 

Low -calorie soft drinks are tempi- 
ng customers w ith cola, lemon-lime 
ml complete Havor ramies, new 
iames, sizes and packages. One 
I Iwl longer, Diet-Hite Cola, which 
hums first place in low-calorie soft 
llrinks and fourth place among all 
•olas nationally in IS months on the 
narket. is on its way to spending 
nore than a SI million in spot t\ 
his year. Diet-Hite is a Royal 
-rown product. 

A partial count of low -calorie soft 
lfinks shows at least I t new and 
|)ld labels in national and regional 
1 listrihution. ,\inon<i the contenders, 
n addition to Diet-Hite, are: 

Tab, low -calorie cola franchisee] 
» Coca-Cola's Fanta Division in 
. Atlanta. Ca ; the Patio line of five 



llav oi s In Pepsi, New Yoik. lake, 
lemon-lime entry In ScviMi-l'p of 
St. Louis, I'pper Ten leiiion-lime h\ 
Roy al (.row ii of ( ,'oliiinbns. Ca.. 
Suiiar Free Hnhhle l'p. lemon-lime 
hy Hnhhle l'p in I'eoria, Slenderella 
cola in an aluminum can hy C.iu- 
trell & ( Cochrane, \'ew York: \o-Cal 
hy Kirsch of Brookly n (in the field 
since 1932), Cott of New 1 1 i\ en. 
I loifmaii of Lonu Island City , Can- 
ada Dry of New York. Shasta of 
San Francisco, 1 1 ires ol Fvanston, 
and Squirt of Van .\n\ s. Calif. 

\\ hile eoinpetition is urow iiiu 
hot. leading bottlers sa\ the low 
calorics sales .ire not betmi made at 
the cost ol their established labels 
During Diet Rites introductory 
month in one major market, sales 
of Hoy al Crown Cola went up Tfi 
at the same time Others s.i\ the 
dietary drinks are briuiiun* new 
customers to the soft drink count* r 
The pattern lie.u s out a basu mar- 
ket hill assumpt ion made hy Hoy al 
Crow n in 1961 w hen the decision 
w as made to test Diet -Rite: "that 
t here is a mass mark* t for low cal- 



oric Im \ er i"< s n> it bnut»*d to f al 
peo|)le di.ilx I K s md < oiii|il< Moll 
« oust ii his lei ii t '< rs 

Budgi ts of the 1 ii » 1 1 1 is ' i m 
1 1 it 1 li aln mi of tlx n< w I ni in | 
sibihhes lor Ii lex is i hi I im i 
M77 9|0 st.nt m spot t\ list \ i ir 
I )n t Hite liotth rs \\i lit lo ^72 ) TljO 
llie fust si\ months of this \i r and 
.in- hkeK to double this im nk h\ l!n 
end of the \ i ir. Toe,i llier, the Hoy nl 

< .'low ii and I )n I Kid' lain h ,i( count 
lor S I U million f« r Jauuars julv 
more than tunc last \ • ar's six 
iiionth rate, lab is ui ttin ' an mi 
pp'ssive sli.m of ( i h ,i ( o|a s s » I 
I \ wliuli aiiioniited lo c 'i S milh i 
the liist hall of tin \i ai P itu 11 i 
Mils could (mine in a SI 16 mil 
In mi si\ month i \|ieuditiui m spi t 
l\ b\ Pepsi hottli rs 

l.ittlr l.muit hrr 

In tin ir s t o r \ of low c aloru !< id- 
ership. Di< t Rid \ linkers Ii i\c hk- 

< ih cI the launching to ' the duumu- 
ti\ e tugboat that sho\ < s the "Oiic« n 
Marx out to m a " Bradford I) 
\nslc\, \ ice pii sidi nt and gi n« ral 
salt s man. mi r of lloval Crown, s ml 
his eomj>any fore < d larger <. « *i i » | >< -t i - 
tors into the eh'it.uv business Ixfi re 
the\ were ready Dnt-Rilc's one- 
» ah irie foriuula was h ised on sev<u 
\ ears of lab work, struggling to gi t 
a true cola flavor, free of sugar and 
w ithont aftertaste. For all brands 
Royal Crown's earnings after taxes 
tin- first six months this \ ear st<wwl 
at SI .093.9 lfi. more than 2S abo\« 
that period in 1962. Dit t Rite has 
distribution in all states of the C. S 

The others in the du tary si ft 
drink field all have their eves on 
national distribution, with the lead- 
« rs enjoying an obvious advantage 
in spreading the franchise Radio is 
in the pic (lire along w ltli trlev isum 
\o-Cal eiiiphasi/es radio [Siiismih 
lh' July , PMi2] in its push south and 
west, and Like uses radio nt its 
West Coast test marketing 

\genciis for the fr.it it hisi is an 
I ) \r« v for Rov.d Crown. \|t C uin 
Km kson for ( *oc a ( ola. RBI)( > f< r 
Pepsi, | \\ alti r Thompsi u I r 
Seven l'p North for ( 'antrt II & 
( i k hrane. C.nnpb« II - Milhuu I r 
Bubble I p. ( .ardiu r d r \ ( il 
( iiiintitghaiii c\ \\ alsh | r 11 I m m 
Matin s fur ( anad i Drv I !• \< r 
Du due h <S Bo u n I r Mi st s 1 I 
ler <N Smith «S B s> i 1 1 1 r I I 
Ov Fr< echSrCill ml D i t, 
( in- for Si p i ii t ^ 
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Ford's $6 million for etv 
to improve all programing 



Educational tv's squaring away to 
give commercial broadcasters a 
stronger run for viewer favor. The 
Ford Foundation announced last 
week it is writing National Educa- 
tional Television a check for $6 
million, earmarked for programing. 

If, as stated, improvement of 
commercial tv is one goal of Ford 
Foundation tv activity, broadcasters 
must conclude that this move is 
designed to keep them on their 
toes. They could benefit as well 
by experimentation and talent de- 
velopment NET will be equipped 
to do with the new money. At the 



same time, etv itself is being chal- 
lenged, since areas where facilities 
are not yet established must man- 
age without Ford money, now that 
programing is this benefactor's 
main concern. 

The new gift brings Ford's in- 
vestment in NET so far to $28.2 
million, and a total etv commitment 
of $86.4 million by the foundation 
since 1951 (see table). 

In order to narrow activity to pro- 
graming, NET is cutting out radio, 
instructional tv, and operational aid 
to new stations. 

With 81 etv stations on the air in 



Foundation heavy non-commercial investor 

In accounting for its stewardship in educational tv, the Ford 
Foundation lists goals as 1) improvement of commercial pro- 
grams, 2) provision of cultural and informational programs for 
a general educational-television audience, and 3) the use of tv 
for teaching. This is how funds have been spent since 1951: 



HOW 



MILLIONS 



Granted through the Fund for Adult Education 
and the Fund for the Advancement of Education 
for development of etv stations, instructional tv, 
and improvement of commercial programing $18 



National Educational Tv and Radio Center 



28.2 



Midwest Program on Airborne Tv Instruction 



14.7 



Other development of instructional tv in schools 



6.6 



Establishment of WNDT, etv station for the New 

York metropolitan area 5.2 



Other instructional tv in colleges and universities 



2.5 



Tv-Radio Workshop (producer of Omnibus) 



3.6 



Other development of educational stations and 
networks 2 
Continental Classroom, nationally - televised 
courses in chemistry, physics, and mathematics, 
and for the production and distribution of an eco- 
nomies course on etv 2.2 



Salaries and other expenses to release college fac- 
ulty members from their regular duties for work 
on etv 



Instructional tv in India, Mexico, and the Philip- 
pines, and for activities of the Centre for Educa- 
tional Tv Overseas (London) 

TOTAL " 



1.4 



SS6.-1 



range of nearly 100 million popula- 
tion, the foundation and NET thint 
there is a sufficient foothold to &m 
low concentration on the prograai 
picture. To do this, the new millions 
will go for broadened public af- 
fairs and cultural offerings, thai 
former getting a slight edge in 
attention. 

NET's affiliates will get program- 
ing at the present rate of su 
some 10 taped hours a week ( id 
line connections still are a dist&n 
prospect), but half of it original 
work developed with the new 
money. Commenting on the goal of 
program quality, John F. WMfca 
president of the National EduaB 
tion Television and Radio Cent® 
( slated to drop radio from its narn^ 
this week), said the §6 millflar) 
grant "makes possible a giant sB] 
toward our ultimate objective — -M 
creation of a highly effective am 
truly outstanding non-commercial 
television program service for tttaJ 
American people." It marks the cm 
of etv's first phase of station estab 
lishment and opens a new era whij 
stations "stand on their own aial 
leave to NET that continual) 
major task of providing a strolj 
national cultural and public affair 
program service." As it \vithdra\d 
from radio, instructional tv, ant 
station maintenance, NET also 
doling its Washington, D.C., offtct 
which has worked with citizen 
groups in station development. 

Besides getting stronger progran 
ing, etv stations under the new For 
grant will be relieved of "affiliatior 
fees that until now have been file; 
according to size of populatio 
served. Now they will pay oral 
nominal fees. 

These fees have been a $5S5,0C 
item in NET's budget. The servit 
still will have to depend on Bill 
service collections and suppo 
from other sources to meet a bur 
get expect to reach $7.7 million 
the coining year. Renewal of Ford 
hacking will he subject to annu 
review. 

Henry T. Hcald, president of tfl 
Ford Foundation, said in annoiui 
ing the NET grant, that it follow* 
a year-long study of noneommeret 
tv. The foundation concluded i 
support was needed for better pr 
grams since money from adverb 
ing was (Kit of the question, g}J 
from other sources unreliable % 
cause of competing priorities ai 
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Debating over presidential debates 




American Political S Hence Assn. has in\ ilcd nil members of ( iniuicss, 
all governors, and other legislative and political lenders to submit views 
on the best procedures ami format for tele vised debates between presi- 
dential candidates, as part of a stodv under" ritlen bv ,\HC and an- 
nounced last March. Discussing project are (1-rl MVS \ exec director 
Kvron M. Kirkpatriek; .NIK! chainnan Hoherl \V. S.irnoll; and Carl J. 
Friedriclt. chainnan of ttie nine-man study eommitlee. \I'S \ president 
for l9fi'2-"(>3, and Knton prof, of the Science of Cos eminent .it ii.mard I 



ic large sums required, and fin.ilK. 
ithcr ;ipprt)iK*lu's such as the Dri 
,*Ji system of receiver taxation arc 
ot forseenble solutions." 

In r*»ilcfiniug its etv ••mpliasis, the 
Mindation noted that it lias spent 
33.(1 million to help iustructitm.il 
t get started. The rest of the nionev 
as served the program objectives 
>r both commercial and non-coni- 
lereial audiences. 
Ford credits XET with leader- 
lip over the past 10 years in the 
roveinent 'toward a strong, ua- 
onal system of non-commercial 
roadcasting." Beginning its etv 
Irogram service in Ann Arbor. 
Ilich.. in 195 1, the center moved to 
tew York in 15)59, retaining dis- 
tention offices at the old head- 
luartors. White has been XET 
resident since October I95S. 
1 Reorganizing programing into 
.vo divisions, one for cultural nf- 
nrs and one for public affairs. NET 
£11 become a program creator to 
It, extent impossible until now, 
N'hite said. The center will develop 
Kv things in drama, music, dance, 
, ml other cultural fields, while con- 
nliing emphasis on children's pro- 
fa in ing. and acquiring interna- 
I(tnal product. 

i Public affairs will get at least 
,07 of the new resources and is the 
Bre;i of strongest thrust. White 
| Tints to focus on issues, giving 
lepth treatment to "fill the gap'" 
\ etween print and commercial nct- 
J 'ork coverage of issues and events. 
■Springs this fall include Sens in 
I rrspvetive, a monthly hour at- 
I •tnpting to clarify the news; At 
rwic. a weekly half-hour probing 
L simile issue, and NET hrtcrna- 
mai Magazine, a monthly hour 
"y journalists around the world. 
I pedal coverage, such as X ET s 
ontinuing examination of civil 
gilts, also figures in the public 
(fairs plan, as does coverage of 
ni range issues, as. for example, 
! r©grams on problems of rapidlv 
rowing cities. 

hewers of ed. channels 
tater informed, mobile' 

'eople who watch educational tele- 
Mmn are "better educated than 
nc average citizen, more articulate. 

.' ■etter informed, more upwardly 
lobile. and culturally and civie- 

» ll>' the most active persons in the 
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community." This demographic 
breakdown is contained in "The 
People Look at Educational Televi- 
sion," a new ly - published book In 
Stanford University Press which 
is the result of a two-year snrvcv 
made by a sizeable stall under the 
direction of Dr. Wilbur Schramm, 
director of Stanford's Institute for 
Communications Research, Prof. 
Jack Lyle of UCLA's department 
of journalism, and Prof. Ithie! de 
Sola Pool of MIT. 

The research group examined 
nine representative et\ stations 
They were three community sta- 
tions: KQED. San Francisco. 
WQLD. Pittsburgh, and WCB1I, 
Boston; two university stations, 
KUOX. Lincoln, and WOSU, Co- 
lumbus; KHMA, the school board 
station in Denver; and the thret - 
station, state-operated Mabain.i 
network: WB1Q. W CIO. and 
WD1Q. Support for the more than 
30,000 interviews w as provided In 
a grant from the U. S. Olficr of 
Education to the ("enter for Inter- 
national Studies at MIT. Stan 
ford's Institute carried out the re- 
search under contract with the 
Xational Educational Telev isjon 
and Radio Center 

In addition to finding the < tv 
audience "pretty close to the broad- 



casters' dream andiem e." the studv 
revealed; etv .ih« nlv supplies a 
part of the edm it i< >n of mark 
three million m Iio<>| children and, 
over a week's tune, etv attracts 
ten-2 I < i if the adult viewers m any 
eonunuintv where it's v isible. Tin sc 
viewers watih etv at le.ist ohm a 
week and another M)- !0 of adults 
watch it o< t asmii.ilK ETYiew< rs 
are gencralh he iv v ns.-rs of tv and 
their viewing is i t.inulv affair 
especially anions t itiulx s with 
voiiny i hildreii Neither tin- \* uplt 
who do v\ ah h etv nor those w I m 
don't felt that it was 'snobbish 
or "egghead Though I .TYiew « rs 
are intcmelv lov.d. thev express! d 
the hope that tv u . mid s<>in<d.iv 
Uronii' 'a htt!< i ioie tun i 1 1 1 1 1 < 
more interesting uid i little m r< 
i hallengmg " 

The lx H>k uoii s th.it m its six rt 
ten v ear lustorv . < dm ition il ti l< - 
vision has Ix-eoine s nn< thing < f a 
paradov "Part of tin gre id st sabs 
medium < v < i d<v< I >p» d. it s« lis 
nothing Part of i medium w ith un- 
equalled abibtv to ittr n t \h >pU 
it programs I >r the mmnritx Part 
of a highh e\|>< nsiv i lit* dim ' 
which needs th«- support >f in >r« 
than a billion d >|l irs .mini illv i 
g< ts no ,nl\ ( rt lsmg s!ipp»rt ,n 
exists i >n Sp.nt in I i I ^« ts h I . 
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rickety financial structure of gifts 
and school money. Part of a great 
entertainment medium, it invites 
its audiences to come not for en- 
tertainment but rather for work. It 
invites them, not to relax, hut 
rather to stretch their minds in or- 
der to capture new ideas and in- 
formation. And it hasn't a western, 
a whodunit, or a domestic comedy 
anywhere on its schedule." 

Trigg-Vaughn Sets Green 
as v.p., general manager 

George Green has been named 
general manager of Southwest 
States, owner 
and operator of 
KROD - TV - 
AM, El Paso; 
KOSA - TV - 
AM, Odessa; 
KVIL - TV, 
Amarillo; KR- 
NO, San Bern- 
adino; KHOW, 
Denver; and 
KITE, San An- 
tonio. After a long stint in advertis- 
ing, Green joined the Trigg-Vaughn 
Stations in 1955 as business mana- 
ger of KOSA-TV and secretary- 
treasurer of Odessa Television Co. 
in Odessa. He has held that post 
up until his recent appointment. 



NEWS NOTES 




Green 



Speaking of color: Reinforcement 
for the theory that local stations 
may be rivaling NBC TV when it 
comes to color program output is 
added by WRC-TV, Washington, 
D.C. Station currently programs an 
average . of 56 hours of color per 
week, 41% of all its programs. It was 
previously reported (sponsor, 30 
September, page 15) that WOR- 
TV, New York, will have 48% of its 
schedule, or 54 hours a week, in 
color come next spring. WRC-TV 
attributes its heavy participation in 
color to the "interest of both audi- 
ence and advertisers" as well as to 
the "great increase in color set cir- 
culation." Consistent color adver- 
tisers on the station include Wood- 
ward & Lothrop, First Federal 
Savings & Loan Assn. of Washing- 
ton, Southern Wholesalers, Tops 
Drive-Inns, Safeway Stores, Inter- 
state Building Assn., Washington 
Gas Co., and Perpetual Building 
Assn. 

Two sales whoppers on west coast: 
A $30,000 contract from Jim Wess- 
man Lincoln-Mercury of San Fran- 
cisco ((Rucker, Green Co.) for the 
month of September represented 
"what is probably one of the largest 



White Owl lights up fail grid scene 





White Owl Cigar's major merchandising cllort this fall is spearheaded 
by a free college football tv handbook, an attractive price reduction, and 
heavy advertising tied in with its sponsorship of "NCAA Football Game 
of the Week" on CHS TV. In addition, commercials were aired this 
month in "Laramie" and "Dick Powell Theatre," and the promotion is 
bolstered bv in-store counter displays, two of which are shown «bove 



single tv purchases ever by a retail 
advertiser," reports KPIX. Invoh 
were six full-length movies, half 
a public affairs documentary calte 
Iff Your Fmneral, three-quarts 
sponsorship of the CBS Hall 
Fame Game, NFL football game 
plus 150 minute and 20-second an- 
nouncements. RCA Dealers 
Southern California, in one of thf 
largest deals in Los Angeles tv rsg fc 
ords, bought three six-hour cola 
spectaculars on KCOP to spearhead 
its campaign for color set sales. 
The three programs are set for la 
October, 9 and 30 November, ani 
will include feature pictures, travt 
films, and cartoons, all of course, * 
color. Jack Lawler Agency repre- 
sents the RCA Dealers. 

Writers, directors, up for hanora 
Two oft-times unsung heroes when 
public praise is being h?mded out 
can now line up for top awards If 
the television industry. The 16t§ 
annual Emmy Awards of the Na- 
tional Academy of Tv Arts anflj 
Sciences has established two nm r 
awards "to recognize the vital rolf 
of the creative writer and of fhi 
director." There are few othif 
changes in award categories this 
year. Three awards are bein;| 
dropped. They are achievemelt 
honors in the fields of panel, qufe 
or audience participation; interna^ 
tional reporting Or commentary; and 
electronic engineering. NBC jH 
will carry the special Emmy tefl 
cast in late May. 

Over $1 million in public service 
time: WIIC, Pittsburgh, donate 
$1,226,780 in tv time to public sen 
ice last year. Free time was GOT 
tributed for public service spot 181 

CORRECTION 

In the feature article, "NBC re 
search shoivs gain for golf pragma 
sponsor," page 44 4 30 Septemki^ 
issue of sponsor, the two colmmi 
of figures in the two sets of tabitla\ 
tions were incorrectly identified 
result of a printer's error tfjffti 
transposed the captions "Vi-ewgrd 
and "Non-Viewers.* The formek 
term should haicc headed the fefij 
hand column of figures, the laTti 
the right-hand colufnn- SponsovI 
regrets the efioncoti$ ittipressi^\ 
given. 
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Tv special added to school curriculum 




Croslc) IJroailcii*tii!fI president John T. Murphy (3rd from I) presents Cin- 
eiim;iti school supt.. Dr. Wendell I'icree, with film print of W'LWT docu- 
inent:ir> on teen driving, "The Last Prom," aired in prime time last Mas 
prior to graduation exercises and doirated for use in the public school sys- 
tem at the request of school officials. Also present at the presentation were 
\V. K. St re it (I), director of health and education for the schools, and James 
11. Hurgcss (r), v. p. -gen. mgr. of WI.WT 




mn cements and public service 
ograminq. Spot announcements 
presented S*)1().(KK) in tv time; the 
357 public alTairs protirams repre- 
luted a total of S356.7S0 in time. 
■ he programs ran from five min- 
es to two hours in length. 

fetwork assigned: ABC has been 
Nrth'd exclusive tv rights to the 
it Summer Olympic Trials, in 
[hich Mnerican athletes compete 
■ places on the U. S. team. 




HAT A WAY TO WORK 

e M, Baisch, v.p. of \T REX-TV. Rock- 
| J&i 111., checks finalists in contest for 
th annual Miss Mcllenn County Fair, 
•inter was Shirley Sill (2nd from r) 



Twenty- two events will be sehed- 
uled (in the network between I 
April and 20 September in prepara- 
tion for the next year's main events 
to be held in Tokvo. 



NEWSMAKERS 



Rohkut Xonnisitna.n to general 
manager of XHC news and public 
affairs. Carl Lindcmann Jr. to vice 
president, XRC sports. 

Ai.viv B. Xkuso.v to national sales 
account executive at the Television 
Bureau of Advertising. lie was su- 
pervisor for non-network broadcast 
operations for Colgate-Palmolive. 

J oi- i. Cn \si \i \\ to projects direc- 
tor of Croup \V. Xew York. He was 
general manager of WBC Produc- 
tions. 

Jvmiv V wnivm has been named 
manager of promotion and public 
relations at KFDX-TV, Wichita 
Falls, Texas. 

HonmT S. Kh vf to chairman of 
the hoard of WOk'U-TY. Rochester. 
Run \nn C. Ai.ni \ to \ ice president 
of Star Television, replacing Mr. 
Kieve. 

Ji dy West to business manacer 
of KOSA-TY. 

RrssKi.i. C. Y \n Arsdm r to news 
director of KTTY. Los Anceles. He 
was with \VJ \R-TY, Providence. 
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SPOT RADIO CAMPAIGN 
GOES BI-LINGUAL TO 
SELL. GRACIOUS LIVING 

French spots rent posh 
apartment in record time 



Parlez-vous franca is ii? Probably 
only a minority of Fort Worth 
radio listeners do, but exposed to a 
heavy bilingual spot radio cam- 
paign, they responded like true 
francophiles. 

The saturation campaign adver- 
tised the opening of Les Jardins 
Apartments, an apartment complex 
with a French motif, developed by 
A. B. Cass, president of Cass Associ- 
ates. To give listeners a feeling of 
the apartments' French decor, Cass 
bombarded the southwestern city 
with 196 Franco-American radio 
spots over the three-day opening. 

Each of the 60-second commer- 
cials opened in French, with the 
announcer following in English for 
the remainder of the spot. Then, to 
give the whole idea a little added 
spice, and spark more excitement, 
every fifth spot was done in French. 

Blanketing the market with near 
100% coverage, the 72-hour sched- 
ule called for 62 spots and 59 spots 
on each of two very strong radio 
stations in Fort Worth, along with 
schedules of 32, 23, and 20 spots 
on three other stations. 

The spots were scheduled so that 
they would "build'' from a fre- 
quency of one spot per hour during 
prime time on Friday, to a peak of 
one spot every 20 minutes on each 
of the five stations on Sunday. 

The results of the bi-Ungual cam- 
paign exceeded Cass' expectations, 
with 5,631 people showing up. 




Radio spot campaign for the Imperial Terrace k 



At Imperial Terrace, a more ex- 
pensive apartment house, a con- 
tinental theme was employed. The 
ten furnished model apartments 
were each done in a different decor, 
by a different decorator. Styles 
ranged from French Provincial to 
Spanish, from Italian Provincial to 
Oriental, Contemporary, and Nea- 
politan. 

"Our radio campaign for Imperial 
Terrace," said Cass, "worked in 
much the same manner as the Lcs 
Jardins program. This time, how- 
ever, instead of a purely French 
theme, we used a British announcer, 
backed by mood music typical of 
the various decors. When we talked 
about the French suite, we played 
French music; Italian music for 
the Italian Provincial, and so forth. 
It created a very nice effect, and 
got a great deal of favorable com- 
ment from our visitors." 

Typical of the saturation radio 
schedule for Imperial Terrace, one 
Fort Worth station carried 101 
spots, all 60 seconds, during the 
weekend of the opening. These 
were scheduled to build from a 
frequency of two spots hourly be- 
tween 9 a.m. and 4 p.m. on Friday, 
to four spots hourly on Saturday 
and Sunday, on five top-rated Fort 
Worth stations. 

"Actually," said Cass, "the re- 
sults of this campaign were too 
good, if there's any such thing. We 
had so many people at Imperial 



Terrace on Sunday afternoon, tbwi 
were lines at all the model apart 
ments. As a result, many peopl 
left after seeing only one or Wm 
apartments. To remedy this, and t * 
serve the people who had been urjl 
able to see all the apartments, ufl 
had another open house the followJ 
ing Sunday. This time, our radii 
announcements offered a word q| 
apology for the large crowds, aflfl 
invited listeners back for a seconjcj 
more leisurely look." 

"To our surprise," he continued! 
"about 3,000 people showed up fdj 
the second opening week. But, the 
were spaced over a greater span c 
hours, so the apartments were tic 
too crowded during the dav. W 
in three weeks, Imperial TenljH 
had two vacancies, these the higM 
priced units " 

In commenting on the ovejj 
whelming acceptance of the a pari 
ments and their rapid rise to 
parity occupancy, Cass credit© 
much of the traffic to the select!© 
of radio as primary advertisin 
media. 

"Thanks to radio's ability to a! 
low the sponsor to talk with hi 
market in a French, or British <R 
cent," said Cass, "we were able f 
establish a personality for both Iff 
perial Terrace and Les Jardins. Aft 1 
the results were marvelous." 

No stranger to broadcast medj^ 
Cass has effectively employed bot 
radio and television with outstarie 
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rttbh, French and Italian accents, establishing a continental flavor to match the apartments' continental decor 



lg consistence . When Southern 
p.iks, a large economy apartment 
)inplc\ in Dallas, w as opened in 
)S5, C;iss ran radio spots on even 
*i.ijor Dallas radio station. The 
lots broke the news that Southern 

tjks were the first apartments in 
e nation to offer green stamp's 
[itli each month's rent. So snccess- 
hl was this approach, both in 
tfti.ll renting and in maintaining 
nkic-it\ oecnpane\ . that Cass 
H'ned his imn stamp redemption 
'Miter in the building. 
I For the opening of Crestwood 
j |>artinents. also in Dallas. Cass 
I red a 12-piece orchestra and six 
Idealists to produce a special Crest 
I >od jingle lor use on evcr\ majoi 
alias radio station. 
And. at Dallas' bake North 
)artments. Cass made effective 
e of radio testimonials from air- 
ie pilots and stewardesses, to 
■nonstrate the apartment's hand) 
nvenience to bo\ e Field. 
In television. Cass sponsored the 
»t late nun ie to he aired on am 
Has tv station. To help sell his 
irtinents, Cass ran eight spots 
|NK during the late show. 
TRfght now," Cass continued, "w e 
t starting construction on still 
(Other complex in the Ridmnar 
R of Fort Worth And there's 
i thing of which we are sure." 

concluded, "when Ridmnar 
Hare opens, we count on radio 
mvitc all Fort Worth. ^ 
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At the opening of Imperial Terrace, models posed near the pool for a "lived in" look 
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Stanton warns 



gramming 



The big pros in Madison radio 
are on WKOW/1070. Each 
WKOW (exclusive) personality 
is a leader in his field. 




TOM HOOPER 

. . . at home with housewives! 

Tom can't help the gals with the 
dishes or the zippers. But his 
hright-as-day song selections and 
his in-hetween word-visits keep 
them mighty good company. Ad- 
vertisers like him too, for the 
products he puts on the air on the 
Tom Hooper Show ( 1 :45 to 3:30 
p.m.) are the products the home- 
makers put in their market 
haskets at shopping time. Another 
reason WKOW/1070 is first in 
total audience, first in total weekly 
homes. It's the PROgraiuming 
that does it! 

CBS IN MADISON 




TONY MOE, Vice Pres. & Gen. Mgr 
Ben Hovel, Gen. Sales Mgr. 
Larry Bentson, Pres. 
Joe Floyd, Vice- Pres. 

represented nationally by H-R 




STATION 



of editorial 

Ah use and disuse of editorializing 
on radio and tv stations are the "real 
enemies" editorializing faces "in its 
present stage," according to CBS 
president Frank Stanton. In a speech 
delivered 1 October before CBS 
Radio affiliates gathered in New 
York for their annual convention, 
Stanton delineated the problem: 

"If we do not use the right to 
editorialize, we will lose it. If we 
abuse the power to editorialize, we 
will invite troublesome and danger- 
ous regulation of that power." 

Disuse of the right, he said, is 
"the surest way to kill [it] ... A 
right must be used with some regu- 
larity and with some force and vi- 
tality — or it will atrophy." 

Referring to the 1949 FCC de- 
cision permitting licensees, for the 
first time, to editorialize, Stanton 
said: 

"It may have been quite under- 
standable that broadcasters had an 
instinctive tendency to be careful 
about the use of the right to edi- 
torialize ... In some respects it 
was persuasive evidence of the ma- 
turity and responsibility of broad- 
casters that they approached this 
newly recognized function with 
caution and respect for the impor- 
tance and significance of editorial- 
izing. 

Draum several distinctions 

"But there is a difference between 
caution and timidity, between care 
and indecision, between moderation 
and indifference, between prudence 
and opportunism. 1 am not sure that 
we were not guilt v of timidity and 
indecision, of indifference and op- 
portunism, when we failed to put to 
use a hard-fougbt-for right." 

Broadcast editorializing's "worst 
enemy", according to Stanton, is 
abuse. He termed it "more danger- 
ous even than disuse." The use of 
the editorial privilege for the one- 
sided airing of an operator's views, 
to the exclusion of all other views, 
was called by Stanton "murderous" 
and "contemptuous." "Nothing is so 
suicidal and shortsighted as the -con- 
viction of a very few broadcasters 
that, because they hold a license ;t0 
use the airwaves, their views alone 



Giant of 





Irv Schwartz, V.P. & Gen. Mgr. 
McGavern-Guild Co, 
Mid-West Time Sales 



Serving the Great 
24 Hours & 
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"TIMEBUYER'S 

CORNER 



■ From selling to buying: Desmond C. O'Neill 
has joined Guild, Baseoin 6c IJonfigli (New York) 
as senior media director. He now handles <ill 
New York accounts, including Skippy Peanut 
Butter, Boseo, and the Foundation for Com- 
mercial Banks, for the agency. He was with 
The Katz Agency as an account exec. 

■ A backward glance at those crazy buying 
days of summer: New York buyers the Corner 
quizzed agree that fall buys were completed 
earlier this year than ever l>efore, due to the 
scarcity of available minutes. They say that two 
summers ago it was unusual to get 30-day com- 
mitments, but that this summer many tv buys 
were signed and sealed as long as 90 days in 
advance. What ever happened to summer 
slump? 

■ Elected by CARTA in New York: Buyer 
Don Kelly of McCann-Erickson elected assist- 
ant treasurer of the Catholic Apostolate of 
Radio, Television and Advertising. 



Media proplr, what thry 
arc doinR. buying and saying 
7 October 1903 



■ Buyer on jury: Flo Hcrlock is taking tune oil 
from lit r tuncbu) nig th ires at FulUr cV Smith 
&c Boss Pittsburgh while she s on jur\ chit \ 
Flo is a meinlx r of the Anient in W oh* n hi 
Radio and Trlevision 

B YtScR promotes Nixon: Calvin A. .\i\on has 
ln-en upped to media account suixt\ is« r .it 
Young & Rubicain (Detroit). IK- joined tin- 
agency in P)56 as a media bin er w as Liter 
advanced to senior inedi.i buyer, the position 
he held at the time of his present promotion 
He is a graduate of Wayne State dm i rsit> 
was previously in the BBDO media departun ut 
and was assistant advertising manager of the 
Birmingham (Mich.) Eccentric earlier in Ins 
career. 

■ From Ohio to Georgia: Mary O'Shields is 
now a tiniebuyer at MeCann-Erickson ( At Until 
Man', a member of the American Women in 
Radio and Tclevison, was with WOKS Cohun- 
bus). 



BOB STORCH: always a Maestro in mind 



A media buyer in the McCann-Erickson 
(New York) media department, Bob 
Storeh buys all media for Nabisco 's Mill- 
brook bread and Mette Munk frozen 
Danish Pastry, with Maestro Millbrook 
gazing over his shoulder (sec photo). 
With the agency six months. Bob spent 
a year as a media buvcr with BBDO 
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working on men's wear and automotive 
products accounts: Ik- fore that joined 
Ogilvy, Benson & Mather as an estimator, 
left three years later as an assistant buyer. 
He has fond memories of beginning his 
career as an estimator with Cohen <S: 
Alshire after graduation from N. Y. V. 
where he majored in advertising. With 
the Maestro as a reminder, Bob returns 
to the subject of bread, contends that 
although the staff of life may seem to Ik* 
a simple product, in terms of advertising, 
it's complex. "For one thine, since it's a 
product most consumers purchase even, 
day, the ad effort must do a selling job 
every day to compete successfully with 
other brands,"" sa> s Bob. "bo, for its rela- 
tively low price, bread needs a hiidi 
power ad campaign, us local as w e can net 
it. We build up brand consciousness with 
a continuous tv campaign, and with 
schedules on all radio stations in our 
market area during promotional periods." 
Bob, his wife Sharon and son Stexen live 
in Forest Hills, New York. 
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■ Doner's Mary White knows her onions: Mary 
White, media buyer for food products at W. B. 
Doner (Detroit) proved her food know-how re^ 
cently by winning seven cooking awards at the 
Michigan State Fair. Mary (above) took home 
four Blue Ribbons and a cash award for the 
best canned tomatoes, chili sauce, refrigerator 
cookies and Christmas bread (called Jule cake). 
She also won third place ribbons for coffee cake 
and pickles, and a fourth place award for 
pressed cookies. Topping all the awards, Mary 
won the "Cookie Sweepstakes" by garnering 
the most awards in that classification. Mary, 
the busy mother of a five-month-old daughter, 
does her prize-winning cooking between five 
and seven in the morning, while the baby 
sleeps. Between 9 a.m. and 5:30 p.m. she con- 
centrates on media buying. 



TIMEBUYER'S 
CORNER 
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■ Tree Top to intro new product: Tree Top, 
Inc. ( Seattle) will introduce frozen concentrated 
apple juice in Washington and southern Cali- 
fornia with January tv spot campaign. Brand 
new "essence recovery" process utilized in pro- 
duction is said to guarantee a superior apple 
juice. Eight-week tv skedss have been arranged 
on stations in Los Angeles,, San Diego, Seattle, 
Spokane, Yakima, Pasco (Wash.), and Lewiston 
(Idaho), by Miller, Mackay, Hoeck & Harting 
(Seattle) through a.e. James R. Miller. Client 
expects to increase distribution to other western 
markets in 1964 via McCann-Erickson (San 
Francisco & Seattle). MMH&H merged with; 
M-E in late September. 

• Eastern Airlines on the runway: Eastern's 
flight of prime 20s all purchased and set to take 
off 11 November for 13 weeks in selected mar- 
kets. Effort will push Eastern's flights to Flor- 
ida. Agency is Fletcher Richards, Calkins & 
Holden (New York). 

TV BUYING ACTIVITY 

^ hdnvin perfume will go into 30 major markets 
in a national spot drive starting in November. 
Five- week campaign of prime IDs and chain- 
breaks will break in some markets 18 Novem- 
ber* lour-week effort of fringe minutes will start 
25 November in other markets. Buyer at North 
Adv. (New York) is Dave Persons. 



NEW YORKERS HEAR PROVIDENCE STORY 




WPRO-TV TALKS WITH PROS: Joe Dougherty, Comptpn v.p.j and Bob Martiheau, DGS&S v.p., at 

WPRO-TV's general manager (1), and Al Gillen, sales recent market presentation. Execs Irom Blair-repped 

manager (2nd from r), talk with 0-r) Dick ©ken, station are touring the country to bring market sfpry 

DCS&S; Jackie DaGosta, Ted Bates & Co.; Bob Liddel, to ad agency media people, made New York Erst Slop 
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jdiauld bo entitled to a hearing on 
their frequencies." 

The succcssl ul editorialist." in 
Stanton's \ iew , "is a catah st — not 

• in opinion-moulder ." The network 
president, long an advocate of sta- 
tion editorialising, said : * We ought 
to be more tli.ni .1 mt\ ire in our 

ounnunities. We ought to In- .1 

orce.' 

CBS Radio affils to get 
double 1 962's payment 

, US Radio's payments to alfiliates 
11 1963 will be more than double 
lit? aniount estimated last \ ear 
•vlicu a new plan of alfiliate com- 
pensation was draw 11 up. 
I Addressing almost 300 alliliates I 
L>ctol>or in New York, CBS Radio's 
President, Arthur Hull 1 laves, nt- 
ributed the increase in payments 
( o a, "strong sales surge" in the past 
line months. Network time, he 
•cited, lias been MK c sold out on the 
venige since March. 
Haves reminded his audience 
rat the network had recently put 
[iirough a general rate increase in 
I 11 clfort "to reduce the amount by 

• Inch radio has been underpriced, 
i)d cautioned that it would be just 

I s necessary for stations to striv e for 
I oal improvement, to expand ra- 
io's value and increase audience 
hterest. 

i At the convention, Michael H. 
Janna, general manager of W1ICU, 
I thaea, X. Y., was elected chairman, 
>r 1963-6-}, of the CBS Radio Affi- 
ates Assn.'s board of directors. 
Other officers elected were Lee 
undren. K 1 '/., Denver, \ ice chair- 
lan, and Joe L. Smith, Jr., W'JLS, 
•eckley, W. \'a., secretarx -trc-a- 
iirer. Three directors-at-large re- 
ccted; William Dean, WW L, New 
•rleans; Wendell Adams. KINS, 
ureka, Calif., and K. K. llarten- 
Wm* KCMO, Kansas City. 
Nine district directors were 
lifted for the coming war: Joseph 
I. Close, WKNK. k'eene, N. II. 
pst. 1); Mrs. Haima (Dist. 2); 
nith (Dist. 3); Charles Sand- 
is* WSPA. Spartanburg, S. C. 
Oast. 4); J. W. Woodruff, Jr.. 
RBL, Columbus, Ga. (Dist. 5); 
rthur R. O'N'eil, WSRT, South 
1*3, Ind. (Dist. 6); Lee Fondren 
>fst. 7); William A. Roberts, 
HLD, Dallas (Dist. S); and West- 
rrum WhiUock, KBOI, Boise, 
aim ( Dist. 9). 



Johnson sees '74 hitting 
$29 billion in billings 

Total aueiu \ billings m w at 

about $13 billion — will swell to ap 
proximately $29 hdhon In 197 1. a 
rise ol more than double 1 1 it pit s 
cut total, predicts \rn» 11 Johnson 
\ p. and senior eeoiionnst of J 
Walter Thompson. 

Johnson, w ho has hern li ighteu- 
high accurate in his past predic- 
tions of the future cconoui\ , told 
those assembled at the annual con- 
vention ol CBS Radio Affiliates in 
the New >, oi k Hilton last Wednes- 
day (2 October ) that selling and 
advertising will be forced to pla\ 
an increasing!) important role in 
the nation s soaring ccononn as the 
standard ol living in the I'.S under- 
goes rapid chanties in the next few 
years. 

Johnson punctuated his talk w ith 
numerous charts and graphs which 
ser\ ed to hack up his predictions. 
I le pointed out that w ith 1951 as 
a benchmark lor the national ad- 
vertiser, a bud t;et nearly 2's times 
as large as in 1951 will be required 
in 196 J just to maintain position in 
the national market, and to give a 
product or service the same relative 
advertising support per dollar of 
sales potential it had in 195 J. 

Said Johnson, "Our immediate 
problem is not lack of purchasing 
power. It is a lack of confidence and 
a lack of insistent demand. Right 
now consumer purchasing power 
is in its highest level in history with 
disposable personal income after 
taxes rising above $ 100 million." 
He concluded, '"Shouldn't this stim- 
ulate a reappraisal of sales goals — 
shouldn't we encourage a step-up 
of at least 15c in selling and ad\ er- 
t isinu effort? Let's stop underesti- 
mating our sales potential!" 



KCBS in all-media push 

k'CBS, San Francisco, had launched 
a radio, Tv, newspaper, and transit 
advertising campaign to promote 
its 6-9 a.m. Mrl'.HuiHon in the \/or/i- 
ing show . Based on the suggestion 
that area listeners "(let the \lc- 
Elhabit," the drive includes 1 I dis- 
play ads in newspapers, spots on 
KCBS, tv spots on klM.Y and I I 
bus posters alternating in area 
routes. Agenc\ for the campaign 
is Keiuiedv-1 1.innaford. Oakland. 




li THE HOUSE?" 



In the house of KONO Radio you 
will always find Dr. Pepper. 
Mr. Harold Burke, General Manager, 
San Antonio Dr. Pepper Bottling 
Company, makes sure that the "dif- 
ferent" soft drink is advertised on 
KONO. He likes the coverage, the 
penetration, and full range of 
audience makeup. 
If KONO works for Mr. Burke . . . 
KONO will work for you. 
Don't take our word far it . . . call 
Harold Burke COLLECT at CApifol 
5-2721 (Area Code 512) 

for ©lh«f dc'olli con loci KAT7 Agency 
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Tv-heavy Excedrin eyes radio 



BristolMyers' Excedrin, courting 
tv hot and heavy since the be- 
ginning of 1962, seems likely to add 
network radio to its affections in 
1964. 

At a strategy meeting late this 
month, Excedrin's agency, Young & 
Rubicam, is expected to recom- 
mend use of network radio in 1964 
to "supplement" its reach "among 
groups not easily covered by tv." 
Granted the go-ahead by Bristol- 
Myers, Y&R will use "the tradi- 
tional approach," concentrating its 
radio buying on ratings reports and 
cost-per-thousand factors. 

Since January, Y&R has been en- 
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gaged in an anything but "tradition- 
al approach" to radio testing. For 
the past nine months, Excedrin has 
been tested quietly on WNEW, 
New York. A schedule of one spot 
a day, six days a week, on the sta- 
tion's morning Kkwan & Finch 
show, for a total expenditure of 
about $1,000 a week, plus some 
additional spending for tests in 
Southern radio markets, has been 
competing with a gross network 
and spot tv expenditure (Jan.- 
June) of almost $4.7 million (TvB). 

The year 1963 apparently marks 
the beginning of Y&R's interest in 
radio for Excedrin, since the prod- 



uct has been advertised almost em 
clusively in tv (and not at all k 
radio) since its introduction in. SelpH 
tember 1961. Excedrin first test! 
its toes in mass media that fall wtt| 
gross tv spot billings of $566,71 
( TvB-Rorabaugh ) , and gross tv net-] 
work billings, all on CBS, of f lSj,- 
200 (TvB-LNA/BAR). 

The gross investment in tv grew 
to considerable stature in 1962: 
More than $1.7 million in spot tv 
(all one-minute announcements car- 
ried mostly in late night hourly 
and $3.6 million in network 9 
(heaviest on NBC, but all t\$m\ 
networks were used). 

Excedrin's $4.7 million expena| 
ture in the first six months of 1963 
placed it 14th in the list of top ■ 
brand spenders in tv for the period I 
(An article appearing in the 4 Se]| 
tember issue of "Investor's Reader* 
quotes Bristol-Myers treasury! 
Henry W. Taft as saying Excedrin 
is still in the red, "but that's delib 
erate. We're building the market" 1 

And indeed they are. In the twf| 
years since the product's natiorfl 
introduction, tv advertising e.\"pfal| 
ditures have come close to rivalkt| 
those of Bufferin, another B-M an 
algesic, currently rated No. 2 bran* 
spender in tv. Between January ant 
June of this year Excedrin sper. 
$2,232,370 in tv spots (to Buffefij 
$3,018,520), and $2,458,700 in net 
work tv (to Buffering $4,730,400? 

Bufferin is not now active in m 
dio, and is not expected to use it 1 
any extent in the near future. 
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Survey prognosis: Radio's selling health excellent 



During the first six months of 
Excedrin's campaign on WNEW, 
the station, in conjunction with 
Y&R and B-M, underwrote a 
study of awareness and usage of 
pain relievers. R. H. Bruskin 
Assoc. conducted the survey. 
Initial respondent interviews 
were held before the Excedrin 
campaign began on 21 January. 
Telephone interviews with 1,001 
men, housewives, and working 
women from the metropolitan 
area's 13 counties revealed the 
radio listening habits, and pain 



reliever brand awareness and 
usage of the respondents. 

In June, Excedrin's 20th week 
of WNEW advertising, 718 of 
the original sample were success- 
fully re-contacted and ques- 
tioned again. The respondents 
were divided into "WNEW 
morning listener" and "non- 
WNEW morning radio listeners." 
The survey found: 

• Among WNEW morning lis- 
teners, usage of Excedrin in- 
creased 450% over the six-month 
period, while usage among 



morning radio listeners to the 
other 28 stations in the area 
not carrying the campaign, in- 
creased 150% in the same period. 

• Awareness of Excedrin 
among WNEW 7 morning listeners 
increased 180% during the six 
months, while awareness among 
the group of non-WNEW morn- 
ing radio listeners increased 
82%. 

(Presumably, both groups 
were equally exposed to the 
heavy spot and network tv drive 
being run simultaneously.) 
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lUTi.LivlCll .mil ailnuni up at tiine-elfkii-my a.m. hour for lostclhi icir v r#wll«i story 

Mutual serves up radio facts 
whet buyers' appetite 



radio's unique advantages and cost 
efficiency as they become disillu- 
sioned with other media, I Iurleigh 
reported. 

Advertising men at breakfast 
were offered audience figures on 
a campaign last winter by a sponsor 
which tested a campaign on net- 
work radio, network tv and spot 
tv to reach a combined audienee of 
32 million at a 2.6 frequency. Ra- 
dios cost efficiency was demon- 
strated by the fact that equal fre- 
quency and nearly equal audience 
was achieved by a network radio- 
network tv combination as an all-tv 
combination of network and spot. 
The records: network radio-net- 
work tv, 26,419,000 homes at 2.1 
frequency, and network tv-spot tv, 
2S, 177,000 homes at 2.4 frequency. 
The cost difference I Iurleigh left 
to his price-wise audience's imagi- 
nation. (Although the three-media 
advertiser was not named, it is 
understood to be Ex-Lax, then a 
Warwick & Lcgler account, now 
with Grey.) Further analysis of the 
audience report showed that radio 
in the network radio-tv combina- 
tion added 7.7% to the total na- 
tional audience reached, reaching 
62.2%, as compared with the all-tv 
(network and spot) score of 54.5 < . 
The all-radio audience was 15.2% 
of homes. 

MBS, with ne.irb 5(H) affiliates, 
was commended to breakfasters a\ 
the radio route to these homes on 
Main Street, U.S.A. 

Arthur Oknn, eastern sales man- 
ager of Mutual, assisted llurleicli 
with the breakfast blot k-buildim*. 
The presentation, with \ isu.d de- 
sign bv Rita L. Garner, ad\ ertising- 



Vprking on the early-bird theory, 
|lutual Broadcasting System is get- 
iiig agency-advertiser groups to 
ear its pitch at breakfast. The 
essions last an hour and offer radio 
,»cts as well as eggs and bacon. 

Not discounting visual aids, the 
ndio network illustrates its presen- 
ition with a set of light-up blocks 
' , lVrch a sales manager builds into 
41 edifice of "Pyramid Points" that 
lust rate MBS' place in radio's na- 
onal main-street coverage. 
The factual side is strengthened 
V an advertising case history of 
nedia mix" success with radio cost 
Hcicney. 

, At the first of a series of selling 
breakfasts last week, MBS Presi- 
Mt Robert F. I Iurleigh reminded 
■ ie trade that there arc more radios 
I ran people in this country with 
( 0 sets per family tuning altogether 
329 stations. In addition to radios 
1 over the house, there were more 
•on 50 million car radios on the 
m\ last year and the first rough 
casu re of transistor listening 
Idcd 70% to in-home listening, he 
id. 

i Radio is on the move and at a 
lite of vigorous maturity, the MBS 
ad told listeners, citing the figure 
at 76% of all radio listening is 
J'lle by adults, 23% of them men. 
|% women. Mutual's place in the 
eture is that of a network with 
filiates in nearly every city, a net- 
krk strongly oriented to news, 
oxts and special events and offer- 
g advertisers such special scrv- 
s as news-personality talent for 
rtmercials. 

\dvertisers out of radio recently 
* returning to take ad van t a tie of 



promotion din < f« i < >( \h hi il, pr« 
inn red 1 ist simmi' r !m r i bit i- 
ncss uroup m\ it< < 1 t > i W >n in 
vacation r« tr« at u« ned I \ IBS' 
parent c or|*>i .it i< >n, the l\| 1 < 
ranud Points" m i\ 'u on I < 
road Liter to re.it li ad\< rti < r i « 
otln r parts of tin 1 c < >imtr\ 

Manclovcg calls for facts 
to 'proof radio audience 

Radio's success hangs on the fai t 
it's efficient or cheap, but sulli rs 
from its lack of image, act nrdnig 
to ilerb Manclovcg, \ ice president 
and media director of BBI)( ). s.od 
last week. In an address to the CBS 
Radio Spot Sales station clinic, the 
BBDO executive, issued a (-all for 
a "documentation of facts." . . . 
"What we desperately need is tan- 
gible proof that the coniinerei.il is 
getting through to people," he said 

Until this is provided, ho added, 
radio cannot return as a major 
medium. 

lie also said his agencv would be 
willing to support projec ts to meas- 
ure audience. If the medium can- 
not support such research, "w e el 
pitch in to help, though to a smaller 
degree." 

Manclovcg also noted his agency 
used a 60 r r exposure score for ra- 
dio commercials, though "we don't 
know if it's right. I don't think we 
give radio a fair deal, but von 'II 
have to tell us if we're wrong," he 
said. 

Stocks, bonds rate high 
with Calif, fm listeners 

Ownership of stocks and lxmds 
rates high w ith fm listeners in Cal- 
ifornia's Los Angeles and Orange 
counties. According to a survev 
conducted by the Los \ngeles Boll, 
a subsidiary of the John B Knight 
Co., 25% of fm homes in the area 
are credited with ownership of 
stocks and Ixmds. Non-fin h »mcs 
show a 152'" rate of stoc k-and- 
bond ownership, gh ing fm a 77. T* 
share. 

The survc) also found th it fm 
listeners tend to f.nor multiple 
sa\ iogs accounts m commercial 
banks: 2)l,")00 (22.0 « f fm h ith s 
have two savings .Ktonnls in c wo- 
men ial bulks. \ s I in S'K) S 7 of 
non fin homes, for an fm sit ire of 
6S.S . 

Fm homes also lead in multiple 



f!3NSiR/7 octoiur I9t'>3 



KAUIU MbUIA 



accounts in sa\'ing.s and loan asso- 
ciations: 143,l('t; (13.4%) of fm 
homes have two accounts in these 
institutions, vs. 90,400 (7.17c) of 
non-fm homes, giving fm a share of 
61.2%. 

The survey is the second in a se- 
ries of monthly reports from KCBI I- 
FM, Beverly Hills. The first report, 
issued last month, concerned auto- 
mobile brand ownership (sponsor, 
16 September). 

Station exec preaches 
Sunday morning ad gospel 

Advertisers and their agencies 
sometimes overlook a valuable ra- 
dio time period — Sunday mornings 
— according to Stu Wayne, mana- 
ger of YVBCB, Levittown, Pa. He 
reports that for the last five years 
his station has carried a 24-hour 
"radiothon" each Saturday for the 
benefit of the Cystic Fibrosis Foun- 
dation. 

The radiothon beeame so popu- 
lar with Levittown listeners that it 
was extended this vear to include 



Sunday mornings. The program, 
which Wayne calls "high class beg- 
ging," now runs eaeh week from 
6 a.m. Saturdays, to Sunday noon. 

Except for news on the half-hour, 
the radiothon concerns itself sim- 
ply with pleas for funds and 
pledges for CF; no music is pro- 
gramed. Wayne reports that on 14 
September, in a 3 v 2-honr period, lis- 
teners contributed $3,000. 

He says,- "We have found (our 
Sunday programing) to he an ac- 
ceptable format for a loyal and 
ever-increasing audience that re- 
acts affirmatively toward advertis- 
ers and their products. Don't sell 
Sunday morning radio short. It is 
valuable time." 



'Grand Ole Opry' is 38 

Grand Ole Opry, the grand- 
daddy of country music shows, is 
readying plans for its 3Sth birthday 
celebration. With the cooperation 
of all the major record companies, 
WSM, Nashville, will roll out the 
red carpet for country d.j.s through- 



CARLING BREWS BULLET BLATS 




Signing pact giving Carling Brewing I963-'64 broadcast rights to NBA 
games of Baltimore Bullets, 70 of which will be aired on WFBR and 13 
on WJZ-TV, are (seated, 1-r) Calling advertising mgr. Alan Lcmbitz and 
Bullets gen. mgr. Paul Hoffman, and (standing, 1-r) WFBR gen. mgr. 
Robert P. Jones; George Bernard, v. p. of Aitkin-Kynett Advertising, Phila- 
delphia; and WJZ-TV gen. mgr. Herbert B. Cuban 



out the United States, and Canada 
when they gather in Nashville Im 
Novemher for natal day festivities 
First event will be the WSM break- 
fast held in Nashville's new Munic- 
ipal Auditorium, featuring a spec- 
tacular starring all members of tbf 
Grand Ole Opry, a memoriurn ■ 
the Opry stars who lost their livgs 
during the past year, and the Tradr 
Press Awards. As in past years 
there will be a programing and 
sales round table discussion, ant 
this year WSM personnel will re- 
view and summarize the WSM 
University of Tennessee LieeiimJ 
Renewal Conference of 22 and ■ 
October, prior to a discussion, Rs 
cording companies sponsoring fm\ 
dividual events are Capitol, CoLufft 
bia, Deeea, Dot, Mereury, RG/ 
Vietor, Starday, and United Ar 
tists. All attending will be gueJfel 
of WSM. 

Gold Medal Award to 
Quiroga in Hollywood 

NBC's color and technical cor 
dinator in Hollywood, Alex Quirt 
oga, will re- 
e e i v e this 
year's Herbert 
T. K a 1 m u s 
Gold Medal 
Award of the 
Society of Mo- 
tion Picture 
Television En- 
gineers. Quir- 
oga is respon- 
sible for, and Quiroga 
supervises such color film program 
as Bonanza, The Virginian, Item 
and Kraft Theater. Among his 1 
ventions are the Quirogaseope, 1 
optieal attachment for tv cameA 
to permit the tilting of scenes; 
gyro-stabilized camera mount, 
three-dimensional television s 
tern, a video-tape editor, and 
strumentation in color film repn 
duetion. Quiroga will receive I 
award at SMPTE's 94th teehni 
conference 13-18 October in Bostoi 

WWRL sold for $2 mil. 

New York's WWRL has been sn 
to a West Coast station group #l' 
era tor for more than $2 millJo^ 
Egmont Sonderling of Los Angele 
president of the Sonderling Radi 
Stations^ and his associates, Rich' 
Goodman and Mason A. Loun 
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yvill consummate 1 1 u* sale alter tin* 
first of next \ car, subject t<> FCC 
ipproval. 

The present owner, William II. 
itauiiiaii, built aiul lias controlled 
mxl operated WYVRL since it went 
m the air in 1926. According to 
-iomlcrliiig. it will contimie to 
iroadeast the format it has used 
or several years — major emphasis 
m Negro programing, and some 
ureign language broadcasts on 
.veekends. 

SonderliiiH currently owns WDIA, 
Memphis, KOI A, Oakland, Calif.; 
\F()X, Long Beach, Calif., and 
AO I 'A Oak Park. 111. 

Broker in the transaction was Ar- 
hur I logau of Albert Zugsmith 
omimmications, Los Angeles. 



NEWS NOTES 

— 

I sew Negro market consultant: 
[ odd Branson, WYNR, Chicago, 
ccoiint executive since that stn- 
iou's inception in September 1962, 
i "ft: the station 1 October to open 
Jis own firm. Todd Branson, Con- 
■iltant: Negro Market has offices at 
(33 X. Michigan, Chicago. Before 
rining the Negro station, Branson 
as racho/tv director of SHDS, 
ncral manager of WFOX, Mil- 
aukce, sales manager of W'NMP, 
iVaiiston, and general manager of 
"CRY, Cary. Sen ices offered by 
is hew firm include advertising 
Humiliation, studies of each indi- 
irlnal firm's sales force, distribu- 
on, merchandising, studies of the 
lies force and research concerning 
roduct appeal to the Negro cou- 
imer. 



"hrce new affils for radio net: The 
lid of September marked the begin- 
[ing of active affiliation with CBS 
adio for WIILL, Wheeling; 
VROL, Knoxville. and KFBB, 
kwt Falls. WIILL and KFBB 
ere both unaffiliated with any 
tlier network. WROL maintains 
■ tie with Mutual 
vsteins. 



Broadcasting 



f/,00 sold: John K. L. Peterson 
as sold WZOO, Spartanberg. 
'villi Carolina, for $150,000. Buy- 
M are Thomas W. Tlnunan, who 
m manager of WORD, Spartau- 
m& Phil Buchhiet. publisher of 



OUTDOOR HOOTENANNY FILLS PARK 




\\ I5I5K (Hoehester, N.Y.) prince! flu* current mnRir of the won!, "hootrn- 
iinn> ," when more than [.1,01)11 people jammed the outdoor Highland 
Turk Howl for the station's "U.u k-lo-SehooI I looten.iiim .*' Vilmivsioii \\ :i\ 
free, ami eil\ tilfieiah said the enmd was the largest in the linu I's histon 



Sjmrt(inl)cr<i Herald-journal: and 
Fred D. Moffitt, associate publisher 
of the I Iciahl-Jotmuil. The three 
buyers will each ow n one-third of 
a corporation to be formed. Broker 
is Blackburn. W'/OO operates on 
110 kc at 1.000 watts daytime. 250 
watts nighttime. 

24-hour fm stereo on KPFM: KPFM, 
Portland, Ore., began 2 l-hour 
fm stereo service on I October. 
Program director Lloyd Yunker 
noted that radio listeners from mid- 
night to 6 a.m. should have "the 
same opportunity to hear the won- 
derful world of fm stereo as our 
regular listeners." 

Philharmonic network formed: 
\\ OR, New York, has picked up the 
ball dropped last spring by CBS 
Radio, which had carried the New 
York Philharmonic broadcasts for 
33 years. The New York outlet is 
acting as originating station for a 
network being put together by CI I. 
Johnston. Inc., which also created 
and supervises the Tcxaco-Metro- 
politan Opera Radio Network. The 
aim is for 100-150 stations and 
whereas no figure is available yet. 
stations in Los Angeles, Detroit, 
S\ racu.se, Buffalo, Denver, and sev - 
eral other cities have already signed 
with the network. Starting yes- 
terday (6), the broadcasts will 



continue lor 32 uci ks with all but 
four originating li\ e on Sunday 
afternoons from 3-5 p.m. dire< t 
Irom Plulh.irinonic Hall at New 
York's Lincoln Center for the Per- 
forming Arts. The Orchestra his 
been heard on radio e\ er\ season 
since 1922, when it m ide its first 
broadcast over WF \ F. That affilia- 
tion extended to 1927 when \\ OR 
began carrying the cone* rts. The 
CBS programs started in 1930-31 

Pow er increase on birthday : On 
22 Septenibi r the FCC granted an 
increase in power to WIIFB. Ban- 
ton 1 larlxir. Mich. — "A real birtb- 
da\ present, ' said Jacob P. Silun r, 
general manager. WIIFB cel< bra- 
ted its 16th birlhdav 2.1 Sept< mU r 
The station s povwr was uit reax d 
liom I kw to 5 kw . 

Group joins MBS; The Finder Ra- 
dio (ami]), comprising five mid- 
Minnesota radio stations, has joined 
Mntu il. The stations an KTOF, 
\| a nka t i . K W I. M . W 1 1 1 id ir. 
KM I IL. Marshall. RDM \. Monte- 
v ideo, and KI ( .R. Redwood I alls 

( US Radio affiliations: W Rl M. 
Runiford. Me. joint d CBS R it 1 1 > 
29 St ptemlx r Two itht r st iti< lis 
that have signed with the m tw >rk 
w ill Weill tht ir atlihati ins 27 ( K to- 
l>er: \\ AOY \ nut inn s, I nd . and 
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KBMW, Brcckcnridge, Minn.-Wah- 
pcton, N. D. On 1 December, 
XV MOG, Brunswick, Ga., and 
WAYX, Waycross, Ga., become 
CBS Radio affiliates. 

Ivy Broadeasting For Ralston-Pur- 
ina: Ivy Broadcasting, with a 52- 
wcek contract from Ralston-Purina, 
has begun production of the new 
Checkerboard Dairy News Net- 
ivork, a series of five-minute, Mon- 
day - through - Saturday radio fea- 
tures for New York state dairy 
farmers. Twenty-two N.Y. state sta- 
tions have signed for the series. 

New owner, new name in Annapo- 
lis: WYRE is the new designation 
for former WABW. Station is now 
owned by Radio Chesapeake, Inc., 
headed by Erny Tannen, president, 
and Marvin Mirvis, general man- 
ager. Tannen is also the owner of 
WDMV, Salisbury, Md., and Mirvis 
was formerly general sales manager 
of WITH, Baltimore. 

Stereo music service: The rapid in- 
crease by'fm stations of multiplex 
stcreocasting has begot Foreground 
Stereo Tape Music Service, a new 



serviec being launehed 1 November 
by Independent Music Broadcast- 
ers, Inc. Stations can buy the taped 
music on a full-broadcast day basis. 
Headquarters for the new service 
are at 1010 Euelid Building in 
Cleveland. 1MB, by the way, itself 
owns two fm stations, WDBN, Bar- 
berton, O., and KJSB, Houston. 

Mobile station sold: WLIQ, Mo- 
bile, Ala., has been sold by Jemco 
Broadeasting for $135,000. New 
owners are Tommy Hartzog (50%), 
and Mr. & Mrs. L. S. Hartzog (25%) 
eaeh. WLIQ operates daytime on 
1360 kc, with 5 kw power. 



NEWSMAKERS 



Robert Schmidt to president of 
The Associated Press Radio and 
Television Assn. He is general man- 
ager of KAYS, Hays, Kansas. 

Alfred Greenfield to vice presi- 
dent and station manager of 
WLVN, Nashville. Greenfield was 
with WHMM, Memphis. 

Daniel C. Park to national re- 
gional sales and promotional direc- 
tor of KEVT, Tucson. Henry G. 



Villegas to local sales and proroa- 
tional director of that station. 

Rod Cleftox to radio program, 
director of KHQ„ Spokane. 

Ray SimMs to director of static 
relations of WMMM, Westport. B© 
was account executive for HR Tele- 
vision. 

Ralph Baron to local sales 
ager of WEBB, Baltimore. 

David R. Klemm to director of 
press information and publie af-1 
fairs of WXYZ, Detroit. 

Ron Sherwood to general nMi-l 
ager of WEEZ, Chester, Pa. RorehjI 
Walton succeeds him as sales rnapJ 
ager. 

Thomas Y. Gorman resigns; a<| 
general manager of WEEI, Boston i 

George Crowell resigns as puSfrl 
gram director of KFRC, San FTalJ 
ciseo. 

Harry Munyan to promotion di 
rector of WIOD, Miami. 

Carl D. Weevstelv to corniS® I 
eial manager of WKOP, BinghatH I 
ton, N. Y. 

Fred Bohn to account exeeutt»| 
at WJW, Cleveland. He was vd 
WJW-TV, Cleveland. 

David Breyer to sales and ptt I 
gram supervisor for WTMJ-FMI 
Milwaukee. 

J. Kelson Weber to vice presl 
dent of Nielsen Media Research, i 

John Rhys Evans, Jr. appomtiM 
sales representative for KETffl 
Radio. 

Wayne Mondville to aecouii 
executive with Nielsen's Broadcas 
Division. David Mudie to assist an' 
manager for production-, Luc Sfca 
Marie to manager for field opij| 
tions, eastern division; and E. 
Collins to manager for field operl 
tions, western division. 

NicolaJ A. Pavlov to assistant 4 
rector of the consumer survey d 
vision of Audits & Surveys. 

John O. Downey to: chairman d 
the Television - Radio - Advertisifi f 
Club Seminar Committee. He 
CBS vice president and genejr; I 
manager of WCAU Radio, Philaic I 
phia. i 

Norm ax A. TRrpLETT to ehairap 1 
of the Electronic Industries Associ I 
tioil's new distributor products div I 
sion. He is vice president in chaff | 
of marketing for the Triplctt Kill 
trieal Instrument Co, Thomas Qh 
vice president for sales of HajH 
wiek, Hindle was elected vice chaiB 
man. 



AWRT Educational Foundation shifts officers 




Theodora Zavin (r), of Urondcast Music, Inc., is new chairman of the Edu- 
cational Foundation of American Women in Hadio and Tv. With her arc 
Elizabeth Bain (1), of CBS Television Stations, if. Y., outgoing foundation 
chairman and AWRT president-elect, and Margaret Mary Kearney, 
WCAU stations, Philadelphia, cx-olficio trustee as AWRT president 



SYNDICATION 

Test advertiser joins club 
after 'Mickey Mouse' success 



i 

■ 1 1 .s r ol Walt Disnc\ liierchan- 
H disiiig for the rmdicak-d Mick- 
•y Mouse Club, conducted last \ ear 
,ti St. Louis, proved effect ivr for 
toll i advertiser and film distributor. 

After a one-year exclusive sponsor- 
|l,iip ol tho Bucna Vista Distribution 
iruperty on KPLB-TV. St. Louis, 
trogrr Baking Co. moved its dollars 
nto the Mickey Mouse Club series 
i Cincinnati, Knowille, Nashville, 
hjntiiigton, W. \'a., and Cadillac, 
nd Kalamazoo, Mich. 

Aside from the advertising and 
1 Kercliandising advantages Kroger 
aiued from the St. Louis test, 
.roger's interest in carrying the 
anipaign into other markets 
Inured the sale of the show in cer- 
n'n cities. 

Kroger's Chib merchandising in 
t. Louis included the use of Dis- 
ey characters on products, supcr- 





market carts, price tags, displ.iw, 
newspaper ads, anil animated film 
lead-ins and sign-off s foi its t\ 
commercials. 

Now in its second year of s\ ndi- 
cation, Mickey Mouse Club is c.u- 
ried on «SS stations. For the first 
time, Buetni Vista is ofFcring Walt 
Disney merchandising to other local 
sponsors (if program. Irving l.ud- 
wig, B-V president, noted that the 
availability of Disney character 
merchandising to Mickey Mouse 
Club advertisers permits "use (if 
Disney sales promotion tie-ins, un- 
til now limited to fee- paying li- 
censees.' ^ 

Vaudeville okay to roll 

It's clear sales sailing now for 
World Vaudeville Corp., \\ Inch has 
been having some legal trouble 



with its l Hl minute t\ Um i % 

Villain illt 

I he (inn h< .kIi il bv II aik \h r 
stein .ind I I.irold (.oliliuiu li d 
been accused In Mli n \\n < i i u 
tei prises ol i o|)\ in ' the tv v it < < 
v ill** format and the I ittt r coup ,,s 
thre.iti ned litigation .trains! < n 
turners and pot< ntial ( ustoiiw t\ !• i 
This is Vauttt i i//< On 2,~> Septi m 
ber. how e\ er, Los \ugeles Sujx n r 
Judge Kenneth ( !hantr\ aw aided 
World \'aude\ ille Corp a pr« limni 
an, injunction against \\ riser. st.it 
ing he doubted the \ .ihditv of 
Weiser's claim of priont \ .is to for 
mat. He ordered Weiser to cease 
and desist in its efforts by threaten- 
ing litigation to hamper future s.iles 
of the series. 



NEWS NOTES 



Liz's foreign sales soar: 16 countries 
have bought I.iz Taylor in London, 
the Television Productions of \mer- 
ica special shown 6 (X tober on CBS 
TV. Dubbing in Spanish. German, 
Italian, Japanese, and French sup- 
plements the original Fnglish sound 
track, with the "local Elizabeth 
Taylor" in each country doing the 
dubbing. Similar world-wide distri- 
bution is planned for Sophia Lorcn 
in Home, the second color special on 
which the TV PA pair of Phil D'An- 
toni and Norman Baer has begun 
work for 196-1 airing. Also on the 
foreign syndication front, Empire 
Films S.A. has acquired all foreign 
rights (e\chuliiig the I . S and Can- 
ada ) to seven Bob Hope Feature 
Films, produced In Paramount 1m> 
tween 19 IS and I'J.V) Deal eo\ ers 
theatrical re-issue and t\ first-run. 



NEWSMAKERS 



\f wiuci: Virnnus to office 
inanaeer of I'nited Artists of Ja pan. 
I le replaces Pui Fun in. 

Sin Smm it of I'nited Artists to 
t h.urnun of the Tel-Fil Croup. 
I'm \ \k M u i i it of Offic i.il Films 
elected \ iee-chairni.n) of the Tel- 
Fil Croup. 

Cit \in » s Cm i \ to director at 
Sarra lie w as a produc « r-dirt ctnr 
u ith J. Wain r Th >uips ni 

Cin r Coi i 1 1 n t i u« in ral m m- 
ager for W BC Product h ns and ox 
ei nti\ e prodm < r of The St< i < .\l 
h n Show. 



Skitch cast in new mold 




Stcse Allen's bronze bust of Skilch Henderson separates Peter land 
Hayes and Mary Hcaly at opening of "Visual Arl by Performing Artists," 
first mjjjor exhibition of art by tv performers. Inhibition is sponsored by 
Goodson-Todman for the benefit of the Whitney Museum 
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STATION REPRESENTATIVES 

Bolton heads Atlanta rep assoc. 



Jack Boltox of the Katz Agency 
is the new president of the At- 
lanta Radio & Television Station 
Representatives Assn. He was elect- 
ed, along with six of his confreres, 
at the Mayfair Club Meeting re- 
cently 

Other officers arc: Dick Walker 
of Rohert Eastman, vice president, 
and Bill Jones of Peters, Griffin & 



NEWS NOTES 



New hqs. in New York: Savalli/ 
Gates Inc., formerly Pearson Na- 
tional Representatives, moved to 
larger and more centrally located 
quarters at 7 West 44th Street, New 
York 10036. 

WGAN to Bassett: Guy Gannett 
Broadeasting Serviees of Portland, 
Me., decided to switch reps for its 
radio station, WGAN. Mort Bassett 
& Co. takes over the selling of the 
station on 1 November. WGAN-TV 
is still repped by Blair TV. 

Rieher Reps adds two: Robert Rich- 
er Representatives announces addi- 
tion of two new offices. In Chieago, 
headquarters will be at 333 North 
Michigan Avenue and will be head- 



Woodward, secretary-treasurer. Joe 
Sierer, Edward Petry, immediate 
past president, beeomes a member 
of the association's board of di- 
rectors.- 

Elected to the board of directors 
for this year were Barney Oehs, 
Bernard I. Oehs Co.; Eddy Brandt, 
Paul H. Raymer Co.; and Bill Mason 
of Storer Television Sales. ^ 



ed by Pat Gatto and Phil Boal. Tele- 
phone number is 312 345-7530. In 
Detroit, the office is loeated at 424 
Book Building, run by Max Gold- 
farb. Phone 313 WO 1-9704. 

Walton adds six: Hal Walton & Co. 
has opened new and larger offices 
in New York at 220 Madison Ave- 
nue, N. Y. 16. The move reflects the 
continuing growth of the company, 
which has just been appointed rep- 
resentative for six more stations. 
They are WTMC, Oeala, Fla.; 
WGGG, Gainesville, Fla.; WDDT, 
Greenville, Miss.; WAGR, Lumber- 
ton, N. C; WBAG, Burlington, 
N. C; WEMD, Md. 



NEWSMAKERS 

Miss Carol Gilbert to manager 
of the sales development depart- 



ment of Robert E. Eastman. 8bj& 
was with the American Research 
Bureau, 

Peter R, Scott to account eseffr 
tive with Roger O'Connor. He 
with WPAT Radio, Paterson. 

George Johaxxessent to the salf$ 
staff of Edward Petry. He was with 
American Research Bureau, aii 
was previously research director |$ 
Petry's television division. 

ThoMaS J. White, Jr s to genejgl 
sales manager of the radio divisjiai 
of Adam Young. He was formerly 
with Avery-Knodel. 

Willlym P. Marseilles anc 
Dale Stevexs to the board of # 
rectors of Robert E. Eastman? 



Programing plans aired at Mt. Airy 




Representatives of Il-lt Television relaxed in the picturesque Poconos' as 
WDAU-TV, Philadelphia, paraded its fall programing plans before 175 
business executives, media reps, and agencymen. Here station v.p. Mary 
Megargee chats with (1-r) Tom Wood, Tom Buchanan, and John Bradley 
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'WASHINGTON WEEK 



I iplt.ll of »JW<1 ll 

Hid rest to .nlin»ni 
7 October 



•^•^ Most dramatic voice in the wilderness of comment on broadcast ad- 
vertising last week, was that of NAB president LoRoy Collins , who 
cries oat for broadcasters to adopt FCC ' s own public interest standard 
before the commission can adopt NAB ' s faltering Code structure . 
Facing pressures of the FCC for de-commercializing on a stopwatch 
bas is , and the undeniable rest lessnoss of public and advert iser over in- 
torruptive commercial clutter— Collins urged a new direction. In a highly 
charged address to the TV Code Board meeting here, he exhorted broad- 
casters to subordinate the private to the public interest in the number, 
kind and quality of commercials they put on the air . 

jfjf The Assoclat ion ' s TV Code Board and its new director would have the 
monumental task of getting ail-not part-of the tv broadcasters to 
meet a standard unassailable by government . 

Collins praised the pioneer work of the Codes , and that of resigning 
director Bob Swezey. But the Codes are no longer enough , as is . To drop 
them altogether and rely on voluntary be-goodness and a "beaut if ul scroll* 
for subscribers would be even worse . 

Broadcasters must take the third and only road that can beat the 

government to the regulatory pass , Collins insists . 

Base a whole new approach on a re-dedicat ion to the publ ic interest . 
and give advertisers and the public a stake in it . Research by workshops , 
by conf erences-with government, too-f or standards that will relate not 
just to the numbers , but to " interrupt ions-to poor quality-to clutter- 
to believability-to taste. " Code efforts in this direction have been 
grossly inadequate." 

Perhaps no pract ical , workable pattern can be found, but "We must 
try , " said Collins. To let go by default now invites government ruling. 

"A"^t Arm ' s-length from the commercials problem, but strongly relevant , 
was a talk on broadcast ratings and NAB ' s handling of that problem, 
by Charles Howse, counsel for the House Commerce Invest igat ions Sub- 
c ommi 1 1 e e . 

To some degree , the rating situation has paralleled the commercials : 
it has been probed , the same warnings given , the same possibility of vol- 
untary reform pointed out . NAB faced threat of government intervention — 
and won reprieve. It has set up a new system of standards , of cont inuing 
check on ratings and use of audience measurement . 

Praising the action so far, Howze warned ARF Foundation Conference 
in N. Y. last week that if an advertiser-supported system of broadcasting 
is to survive , it must be by broadcast shouldering of responsibilities. 

"I hope that legislation in the field of broadcast audience research 
will not be necessary. But I remind you that it is being discussed. The 
surest way to ward off legislation is to make it unnecessary by supporting 
industry-sponsored efforts looking toward refora«" 
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jt^t A four-foot stack of broadcaster protest against the FCC's proposed 
commercials cutback piled up at the commission' s deadline f or comment 
last week, but, no revolut lonary new argument iftas raised. 
NBC came perhaps Closest to NAB president Collins 1 new Approach, in 
urging the FCC to realize that the crux of the commercials problem is not 
One of time limits. Within a set time formula, wretched: performance would 
be possible, and there would have to be thousands of waivers for special 
station revenue needs. 

The real irk to the public lies in the interruptive placing of commer- 
cials, and poor quality in much of the message. NAB is now plotting a new 
tack to reach these problems in its commercial codes, said NBC. 



T^n^T All three networks , the NAB T multiple-owners , and individual broad- 
caster comments flatly denied FCC 's right to regulate ooBmttrcials^- 
a question inevitably to be threshed put by the agency's parent House 
Commerce Committee. 

All comment pointed to the obvious fact that advertising is essential 
not only as revenue, but to the peculiarities of the American economy. Ad- 
vertising is essential to show-and-tell economy of new product and expan- 
sion. "You can't sell a new ear if it ' s in a cave. " 

Most accuse FCC of illegal attempted rate fixing if it tries to set 
commercials limits on its own estimate of "reasonable profit. 9 



"A^fc" ABC was perhaps the most emotional on the side-benefits of broadcast 
advertising at grassroots level. 

The deejay who advertises Goodyear products, for example, may warn 
mothers to bundle up the school tots for a day of sleet or rain; a sponsored 
swap-shop program enables mother to buy a crib for $5. 

As to cold hard facts of station revenue, ABC asked how any formula 
could apply when station rates for 5500 broadcasters vary from 50 cents to 
$2,000 per spot, and revenue intake for hundreds varies by day and season 
and by local needs. 

ABC had an answer to the fewer-but-higher priced ccmmercials Sug- 
gested by FCC Chairman Henry, among others. The net said, with the ting of 
experience, that if broadcasters could charge higher rates in today's 
media competition, they'd be charging them right now. 



Cohn and Marks , Washington communications attorneys, ask suspi- 
ciously : Why the proposal to adopt NAB codes at all? 
The public is just as irritated over interrupt ive commercials on a 
code station as on any other. Why, too, would FCC forego its own authority 
and adopt a code which it points out critically covers only 5B% of radio 
and 70% of television — and so represents only partial view of the broad- 
casting industry? 

Basic research is needed in; the public's real feelings, which range 
from complaint, to tolerance, to receptivity; in needs of local adver- 
tisers; in the revenue needs of each individual station. So Say the at- 
torneys:. 



If you profit from big populations, you'll get a big dollar's worth 
m WSOC-TV. Charlotte ranks 15th among the top >o Urban Jug ions of 
the U.S. With over two and a quarter million people within a 75-mib 
radius, Charlotte's trade area is bigger than that of Indianapolis, Kansas 
City, Minneapolis. Sensible rates, station support, results mak< \VSOC-T\' 
the first Carolina choiee for spot buyers. Charlotte's WS0C"TV 



^BC and ABC Represented by M R WSOC TV is associated with WSB and WSB TV. Atlanta V.H O and \SMIO TV. Da,' •% ' D V a 




GOOD SOUND RADIO 



^ Good Sound Listening 



. . . that appeals to grown-ups of 
all ages . . . variety shows . . . complete 
news coverage . . . good music . . . 
sports . . . special events . . . featuring 
top local and NBC personalities. 



^ Good Sound Market 



. . . a vast buying audience in Greater 
Cleveland Growthland and northeastern 
Ohio respond to wgar's kind of service 
. . . good sound radio to help make 
your sales prospects, your customers. 




PEOPLES BROADCASTING CORPORATION 



WGAR 



Cleveland, Ohio 




REPRESENTED BY BLAIR RADIO 



